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IT COMES FROM MYSORE 


HE World's finest Sandalwood—Santalum Album 

(Linné}—is grown in the State of Mysore. The 
Oil richest in Santalol comes from the Heart-wood, 
and nothing but selected Heart-wocd is used for the 
production of MYSORE OIL. 


This, together with scientific distillation, accounts for 
the universally recognized superiority of Mysore Oil, 
and is why Mysore Oil is always taken as the standard 
measure of quality. 


It is definite economy to use genuine Mysore 
Oil. Substitutes and imitations in the long run 
cost more. Do not merely specify “Sandalwood 


Oil U. S. P.” but insist upon Mysore Oil. 


Distilled at our Linden, N. J. plant and offered only 
in original sealed and numbered containers. 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


"2? Ofsefte Sffence Diftifltrs’” 


W.-J. BUSH « CO. 


INCORPORATED 


Essential Oils .. Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London Mitcham ° Messina Grasse 


June, 1938 





ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


gic <5 BPO R@) ae. - 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 


Published monthly by Robbins Perfumer Company, Inc., 9 E. 38th St., New York, N. Y. Volume 36, No. 6. Subscription rates, payable in advance; United States $3.00 a 
year; Canada $3.00; Foreign $4.00. Single copies 30c. Entered as second class matter January 14, 1937 at the Post Office at New York, N. Y. under the act of March 3, 1879. 
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for floweriness use=— 


innamylal 


one of the most successful of recent de Laire creations. 
Cinnamylal harmonizes with any composition without changing 
its characteristic note. It is also a base for most of the floral 
odors, including Lilac, Lily, Jasmin, Honeysuckle, Sweet Pea, 
Gardenia, and is suitable in perfumes, powders, creams and 


lotions. Cinnamylal may be used in conjunction with 


‘DO ()” Deckume 


which are specially adapted to particular needs and are 


supplied for all purposes. within any price range. 
PI pur} ae ¢ 


Let “D&O” and “*deLaire’’ cooperate with 


working out the answers to your perfume questions. 


€sp, 


§Buisnep 1s ' i830 VARICK ST... NEW YORK, N.Y. 


7 AND LABORATORIES: BAYONNE, nN. 4 
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These oils, famous for high quality and uniformity for over a century, are 


marketed by W. SANDERSON & SONS (Messina, Sicily—Founded 1817). 


LEMON 


ORANGE 
MANDARIN 
BERGAMOT 


Prompt deliveries are made from the New York and branch stocks of 


DODGE & OLCOTT COMPANY. sole American and Canadian Distributors. 


PHILADELPHIA BOSTON CHICAGO ST. LOUIS LOS ANGELES 
503 Arch St. 232 Milk St. 178 No. Wacker Drive 15 So. 4th St. 923 E. 3rd St. 


June, 1938 
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Per Lb. 


Beccccccegae00 Rose Persia 
pe......26.00 Damascena Rose. 
ver ae ae 
pe..17.00 Cream Rose ...... 
-16.00 Wine Rose....... 
2.00 Snow White Rose 


© Carmen Rose.... 


Moss Rose....... 
Tea Rose .... 
pken Rose.. 





SLIP CAPS 


Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


18 
AP 
CAI 
For perfumes, talcum and tooth 


powder, bath salts, lotions, ete. 
Furnished in a variety of de- 
signs in fancy metal—plain brass- 
SCREW CAPS aluminum — brass nickel plated 
—nickel silver — stainless _ steel 
; Enameled caps, all colors. 
Our “Negative Finish” resists 
acids, alkalies and alcohol. 


282-24 M/M 291 22 M/M 264 20 M/M Samples and prices on request. 


= BRASS 
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MANUFACTURING CO. 
345 ELDERT STREET 
BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 


hie pa M/M Round 
(y iy ig TWO PIECE BALL CAPS 


471 10 M/M Round 5258 MM 408 13 M/M Round 


MISCELLANEOUS 


— 


tr) 
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428 33 M/M 


388 15 M/M 


355 Salt Cap 500 28 M/M 469 Pepper Cap 


CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


B-G Caps for Perfumes, Talcum, Tooth Powder, Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round 
Square, Oval, Slotted). 4 


oO 
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A MATTER of POLICY 


HROUGH his products the manufacturer is 
privileged to make thousands of daily contacts with 
the consumer. In each of these he is afforded an oppor- 
tunity to gain increased confidence, prestige and 
acceptance for his goods,— to transform that intangible 
element “good will” into a vital, business-building 
force. On the other hand, failure to take full advan- 
tage of such opportunities reduces by just so much his 
chances for increasing patronage and lasting success. 


In our own business we have found that it pays to 
look upon every transaction, regardless of its size, as 
though it were our one big opportunity to render 
satisfaction to the customer and win him permanently 
to our goods. By its very nature, this policy carries 
with it a guarantee of better-than-average quality at 
a fair and moderate price. And there is little doubt 
in our own mind that strict adherence to its principles 
has converted many thousands of casual purchasers 
into staunch and loyal boosters for the FRITZSCHE- 
labeled line. 


FRITZSCHE BROTHERS, Inc. 
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TREAT YOUR PRODUCT TI 
LINDEN BLOSSOM....... 


An improved version of the Linden (or Tilleul). Highly fragrant; resembles the odor 


of Lily-of-the-Valley. Imparts sweetness, persistence and roundness to floral compositions, 


Pemeoum.......... 


This improved product imparts the true fragrance of Lily-of-the-Valley. May be used 
as a basic perfume or in compounds, Very adaptable and will not discolor. 


a 


This is one of the few truly fine lilacs available to the perfumer. Reproduces perfectly the 
sweet freshness of Purple Lilac Blossoms. A basic material suitable for many applications. 


Weemeee ........... 


Corresponds in chemical and physical properties to genuine Otto of Rose Kezanlik. Anexcellent 


substitute for the natural product. Best results obtained by admixture with Otto of Rose, 


ORANGE FLOWERS TERPENELESS 


A splendid reproduction of the odor principle of Absolute Essence of Orange Flowers. 


Especially valuable in preparations where solubility in low proof alcohol is a requisite. 


The above FRITZBRO Specialties may be used in combination with other 
aromatics to produce distinctive and appealing tonal effects. As basic 
materials for extract work they require simple blending with the proper 
tinctures and floral washings. In creams, lotions, powders and other cos- 
metic preparations, they may be used without further blending of 
fixation. Write us for samples and specific recommendations for your 
particular product. 
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ET your extracts and cosmetics reach a new high in sales 
appeal through the use of one or more of these selected FRITZBRO 
Specialties. Each is a masterpiece of diligent research and skillful 
blending—a distinct floral type, broad in application and of an 
odor-fineness wholly unsuggestive of its synthetic composition. 
Our liberal use of natural flower extractions is, of course, largely 
accountable for the true, plantlike character of these distinctive 
perfume materials. And while this factor adds measurably to 
their odor value, it does not lift them above the price range of 
ordinary synthetics. That is an advantage made possible by the 
operation of our own manufacturing and extraction plants here 
and abroad. Thus, by control and restriction of profits, we are 
able to employ the finest ingredients in these and all other of our 


products without excessive cost to the user. 


Bear this point in mind when choosing your next source of 


aromatic necessities. Bear in mind, too, these five particular spe- 


cialties; their use will assure your product a decidedly better 


fragrance! 





ERITZSCHE 


PORT AUTHORITY COMMERCE BLDG., 76 NIN 


BRANCH stoch 
BOSTON CHICAGO LOS ANGELES 
FACTORIES AT CLIFTON, WN. es: 








You SAVE the Middleman’s Profit 
and GET FINER ESSENTIAL OILS 


extraction plant in Seillans*, France, there is no brokerage fee or mid- 


INCE these basic materials come to you direct from our own 


dleman’s profit added to their cost. You pay only for what you get 
100% oil, guaranteed to be absolutely pure, without admixture or addi- 
tion of any kind. Such quality cannot be surpassed! Even sparing use 
of these fine Seillans Essential Oils will enhance the selling appeal of 
your product. 


ANGELICA ROOT MARJORAM SWEET 
ANGELICA SEED MASTIC 
BALSAM TOLU MYRRH 
SWEET BASIL MYRTLE 
CARDAMON NEROLI, BIGARADE PETALE 
CARROT SEED OLIBANUM 
CELERY OPOPANAX 
CHAMOMILE ORRIS ROOT CONCRETE 
COSTUS ROOT ORRIS ROOT TENFOLD 
CUMIN PARSLEY LEAVES 
CYPRESS PARSLEY SEED 
ELEMI PATCHOULY 
ESTRAGON PETITGRAIN BIGARADE 
FENNEL ROMAN SAGE MUSCATEL 
HYSSOP VALERIAN 
LABDANUM VETIVER 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


BRANCH OFFICES: 


ATLANTA, GA. COLUMBUS, O. NEW ORLEANS, LA. PHILADELPHIA, PA. SAN FRANCISCO, CAL 
508 Standard Building 21 East State Street 813 Louisiana Building 12 South 12th Street 1325 Howard Street 


BRANCH OFFICES and STOCKS: 


BOSTON, MASS. CHICAGO, ILL. LOS ANGELES CAL. ST. LOUIS, MO. 
206 State Street 118 West Ohio Street 816 West 8th Street 308 South 4th Street 


FRITZSCHE BROTHERS OF CANADA, LTD. PRODUCTOS FRITZSCHE BROTHERS, S. A. 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. F. 


FACTORIES AT CLIFTON, N. J. and SEILLANS (VAR) FRANCE 

















IGH quality and right price have made 
Exchange Brand Oil of Lemon, U.S. P., the 
unquestioned leader in the United States. 

It is made in the world’s largest plant devoted 
exclusively to lemon products. Nowhere else are 
there the facilities to keep production quality so 
uniform. Nowhere else has the American taste 
been so successfully met. 


Be sure to specify it by name: Exchange Brand 
Oil of Lemon, U.S. P. (Clarified). 


Sold to the American market exclusively by 
FRITZSCHE BROTHERS, INC. DODGE & OLCOTT COMPANY 
76 NINTH AVENUE, NEW YORK, N. Y. 180 VARICK STREET, NEW YORK, N.Y. 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Producis Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS COMPANY 
Corona, California 
Copr., 1938, California Fruit Growers Exchange, Products Dept. 


June, 1938 


Ne wonder it's MORE THAN TWICE AS POPULAR 
AS ALL OTHER LEMON OILS COMBINED 





A U.S.P. OIL FOR THE 
AMERICAN TASTE 


FROM CALIFORNIA 









* Meet the growing demand for * Meet the ever-expanding de- 


a perfect gentlemen’s talcum mand for sunburn preparations 


odor with.... BOUQUET with... . ACTINORONE 


kT) 1 @ Dime 
DES ALPES Sunburn Creams. 


* * og * 


THESE FOUR 


NORDA 


ITEMS 
WILL HELP YOU 


* To sell and 


continue selling 


* Heighten the 


appeal and _ indi- 
good odors.... 

LAVENDER NORD 

A compounded odor, perfectly 

sticks, Perfumes and Rouges blended and fixed. Useful in 


with .... AMERINE, the talcum and face powders, es- 


viduality of your 


Creams, Face Powders, Lip- 


All-Purpose Base pecially in preparations for men 


achieve new sales records 


Ask for working samples and prices 
of these four dependable Norda 
specialties. Write today. 


a orda—— 


ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 W. HURON STREET 
ST. PAUL: 253 E. 4th STREET 
LOS ANGELES: 685 ANTONIA AVENUE 
CANADA: 119 ADELAIDE STREET, W. TORONTO 
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Hazel-Atias ett Mascu-Line, a new line of bottles particu- 
larly designed for shaving lotions and other toiletries for men. 
Mascu-Line Bottles are simple and tailored in design, compact in 
shape, yet affording ample flat label space. They fit easily into 
traveling bags or bathroom cabinets. You can take your choice of 
Se tT ey Te Ce COMER oes LO a 
ucts) a small opening for pouring small quantities of liquid. Mascu- 
Line Bottles are manufactured in four convenient sizes of 2, 3, 6 
and 8-oz. capacity. Samples and further information on request. 





DID YOU KNOW? 


that HELFRICH 


J is noted for fine Creams and Lotions 


that HELFRICH 


Creams and Lotions have helped and are helping many 


nationally advertised cosmetic firms increase their sales 


that HELFRICH 


Creams and Lotions are sold in bulk, or filled into your 


J bottles and jars, or sold in complete packages (any standard 


J bottle or jar) 


/ that HELFRICH 


/ makes private brand cosmetics exclusively and does not 


compete with those it serves 
a 
KNOW THAT your cosmetics meet every critical consumer stand- 
ard. Know that, because of purity and uniformity and advanced 
formulas, they safeguard your reputation and build repeat sales .. . 


Samples upon request. 


rouge compacts ¢ creme rouge ¢ face powder 
powder compacts ¢ eye shadow ¢ cosmetique 


HELFRICH Labeoratories 


HELFRICH LABORATORIES e 564-570 West Monroe Street, Chicago 
HELFRICH LABORATORIES of N. Y. Inc., 30-34 West 26th St., New York 
HELFRICH LABORATORIES OF CANADA, Ltd., 690 King Street West, Toronto, Ontario 
CABLE ADDRESS: HELFLABS, NEW YORK e CHICAGO e TORONTO 
BALDWIN & BALDWIN e 819 Santee St., Los Angeles, Calif. CHAS. H. CURRY e 420 Market St., San Francisco, Calif. 
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... but with my competition 


tough as it is, I need the new 
package developments /irst. 
And I feel a whole lot surer of 
getting ’em first, doing busi- 


ness with American Can.” 


> AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 
World’s Largest Manufacturer of Metal ard Fibre Containers 


June. 1938 





beauty 


AND SIMPLICITY 


These distinguished containers of clear, brilliant glass combine 
the best features of round and square bottles. 
The flat front and back panels afford an excellent surface for 
distinctive label treatment which, aided by individual closure 
selection, gives full opportunity for creative, original package 
design. 
Generous neck openings and practical design make these 
bottles well suited for automatic handling. 
Style No. 368 is made in the following sizes: 
Tall series: 1 0z., 2 0z., 3 0z., 4 0z., 6 0z., 8 0z., 16 oz. 
Squat series: % oz., and 1 oz. 
Brilliantine style: 2 oz. (especially for toiletries for travel 
cases, beach kits, etc.) 
(n attractive, beautiful bottle. Drop us a line for a sample. 
Design patent D 107225, 


CARR-LOWREY GLASS CO. 


Factory and Main Office: Baltimore, Md. 


NEW YORK OFFICE: 500 FIFTH 
Phone: CHickering 4-0592 


11CAGO OFFICE: 
ERCHANDISE MART 
Whitehall 4326 
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Ivs mighty hard to do much 
sales-fishing when your prod- 
uct is hooked to an out-of- 
date package. 

A good product may sell 
very well on the strength of 
quality alone. But with the 
addition of a distinctive O-I 
Salespackage... sales are ac- 
celerated to even greater 
heights. Bring your problems 
of container, closure, label 
and carton to Salespackage 
Headquarters.Owens-Illinois 
Glass Company, Toledo, O. 
Branch offices in most prin- 
cipal cities. 

@ The Futura (on the left) with No-Knurl Cap and 


the Classic Oblong with Caseal Cap are excellent 
examples of O-I Salespackages. All popular sizes. 


Animal trained and photographed by Harry Whittier Frees. 


ooo am QWENS-ILLINOIS 
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will get you off 
the hook / 
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MODERN 
DESIGNS 


FOR SELLING 





RYSTAL 
CLEAR 


GLASS 


)) spLay your product to best advantage... pack to 
tract in these smart stock designs . . . flawless in tex- 
re and of crystal transparency. Maryland Flint Bottles 
ofereffective “designs for selling”—in sizes suitable for toilet 
ders, nail polishes, polish removers, hair tonics, sham- 
p05, lotions and other toiletries. Write for Samples, stating 
e nature of your product and the sizes in which it is 
packed. Maryland Glass Corporation, Baltimore, Maryland. 
wYork Representative: 270 Broadway. Pacific Coast Rep- 


esentative: Owens-Illinois Pacific Coast Co., San Francisco. 


Marland 


CHESAPEAKE 
OVAL 


Sizes: 
ee a oe Oe By 
167 32 ozs 
ae 
Continuous Thread 
Standard G. C. A 


— 


MODERN 


FRENCH SQUARE 
Sizes: 

yy, 4%, 1,2, 4, 6, 8, 10 ozs. 
alt) 


erate me hile tole 
Standard G. C. A. 
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OVAL 
Sizes: 
6,1, 2, 3, 4, 6, 8 ozs 
ie 


Continuous Thread 
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Continuous Thread 
Standard G. C.A 








Sales Increase Because 


Users Enthuse Over 
APLI cosmetic specialties 


seas I erfumers. | _aboratories have been making 


processed specialties such as rouge and lipsticks for lead- 
ing cosmetic houses for sixteen years. Our distinguished 
clientele reports sales increases for 1935 well in advance 
of the industry as a whole. 

A vital reason for this result is the fact that APLI 
products win enthusiastic consumer approval. ( Isers 
quickly recognize the superior qualities of APLI cos- 
metic specialties. And consumer preference merely con- 
firms what the microscope reveals...infinitely fine texture 
.. absolute uniformity ...colors of the highest purity. 

We have a fund of up-to-the-minute information on 
current cosmetic trends W hich we will be pleased to 
make available to you. Please address requests to 


Mr. A. EF. \ lullen. They will receive prompt attention. 


AMERICAN PERFUMERS’ LABORATORIES, Ine. 
Makers of the World’ s Finest Coometios 
30 ROCKEFELLER PLAZA, NEW YORK, N. Y. 
In Canada: 1015 St. Alexander Street, Montreal, Quebee 


PRIVATE BRANDS EXCLUSIVELY 
PRODUCTS LIABILITY INSURANCE 
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Imported direct from 


SCHMOLLER & BOMPARD 


Grasse, France 


We carry a complete range of the fines 
Lavenders, in accordance with ester content, 
distilled from the fragrant flowers of this 
region. Lavenders which retain the full del 
cate odor of the flower; we sincerely 
recommend that you try this oil in any of 
the many toiletries where Lavender reigns 


supreme. 


Testing samples and data 


on request. 


(rs na 
PAV OVO mom ht 


1533 OLMSTEAD AVE., NEW YORK 


CHICAGO DALLAS DENVER LOS ANGELES SAN FRANCISCO 


June, 1938 





In addition to swivel and automatic 
lipstick containers, Bridgeport pro- 
duces a wide variety of slide-type 


cases for the popular priced field. 


The 


BRIDGEPORT & 


METAL GOODS MFG. CO. 


ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT « Tel. Bridgeport 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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WHY WE 
ARE THE LEADING 
PRODUCERS OF ORRIS OIL 


So generally is Schimmel known as the world’s leading producer of Orris 
oil, we might well use a fleur-de-lis as a trade mark. Long ago we learned 
that quality Orris oil is the result of unusual care in each detail of mak- 
ing. And we perfected special methods to meet this need. RESULT — 
we sell more Orris oil because more users prefer the Schimmel quality. 


Oil Orris Root Florentine Concrete has set a standard that 
is widely recognized in the trade. Distilled from carefully 
selected Florentine roots which yield an oil far superior to 
the French Orris. 


Oil Orris Root, Tenfold, Liquid. Our leading Orris oil spe- 
cialty. This oil is freed from the last trace of myristic acid 
and is practically pure natural irone. Its strikingly fine odor 
is definitely superior to the concrete oil. It is soluble in alcohol 
in any proportion. And this greater solubility gives it infinitely 
greater usefulness. 


Samples will be gladly sent on request 


SCHIMMEL & CO., INC. 


601 West 26th Street New York City 


CHICAGO LOS ANGELES TORONTO 
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15 out of 25 brands of cosmetics in Chicago’s 
smart. sales-minded Marshall-Field’s . . . 


are customers of Scovill. 


= 


— x ) re ? , 
e V he © Maye vily of : Brands in Yeading - Wig FCO : is SJiee l-made be nlatnerds 


Listen to a story of these mascara boxes. equipment and engineering brains at their disposal. Adroit 


Exquisite examples of Scovill’s versatility in metal design methods of production maintain the quality standard — 
... they indicate how well Scovill might work for you on from the first item of an order to the last. 
your containers, closures, and other items. These boxes are Nor could a more complete, fashion-wise design serv- 
made with or without spring brush holders, and in a very ice be found anywhere in the field. These things are 
nearly unlimited variety of metal and lacquered finishes. yours to use, if you will. Get in touch today with the Scovill 


Customers of Scovill could have no better mechanical branch nearest you. 


SCOVILL MANUFACTURING COMPANY 
Grug and A smneltc % WlAOneY Yu C0nW 


= 79 MILL STREET, * WATERBURY, CONNECTICUT 
Masters of Metal Boston, Chicago, Cincinnati, Detroit, Los Angeles, Lynchburg, Va., New York, Philadelphia, Pittsburgh, Providence, 


San Francisco, Syracuse. IN CANADA: 334 King Street, Fast, Toronto, Ontario 


The American Perfumer 











Witwtiam LAMBERT, Editor HarLAaNp J. Wricut, Publisher 






ae 
> 








nN 


THE AMERICAN PERFUMER 


COSMETICS - TOILET PREPARATIONS 




















CONTENTS JUNE 19358 


CURRENT COMMENT 





DESIDERATA—by Maison G. de Navarre 15 
American Specialties 
Oil Soluble Sulfur 

Wuy Use ApsorpTtion Bases? Circulation Creams 

New Amines 

Acid vs. Alkaline Creams 

Wax Enamel Base 

Wool Fat Sterols 

Deodorant Cream 


by Maison G. de Navarre 27 


Cosmetic Tax May Go In YEAR 








New PACKAGES 


‘“ : 37 . 
EDITORIALS by Mary Lee Goodman 16 


HUNGARIAN EssENTIAL OILs 
by Dr. Ernest Guenther 18 










OUTSTANDING PERFUME Bases 
by Irving Bennett 36 


New Propucts AND PROCESSES 





. ~ . am — ry . n 
PROBLEMS OF PERMANENT WAVING Iuprovinc Propuction 
by Florence E. Wall 38 by Ralph H. Auch 


NEWS AND EVENTS 











Toitet Goops REVIEW 1] 
QUESTIONS AND ANSWERS 74 
DEPARTMENT Store Buyers Point THE MARKET REPORT 6 
Way To PRorFitTs 
by Ruth Hooper Larisson 12 PRICES IN THE NEw YorK MARKET 78 





Getintins = Ra ee Rh” 







Mary LEE GoopMan, Assistant Editor 






R. F. Rocers, New York Representative H. J. Hooie, Chicago Representative M. TRAGERMAN, Art Director 








Published monthly by The Robbins Perfumer Company, Inc., 9 East 38th Street, New York; Telephone CAledonia 5-9770; Cables: American 
Perfumer, New York; Codes ABC 5th Edition; J. H. Moore, President and Treasurer; Harland J. Wright, Vice President; F. C. Kendall, 
Secretary; R. F. Rogers, Representative; Harry J. Hoole, Representative, 1370 Peoples Gas Bldg., Chicago, Harrison 5858; Business Publica- 
tions Bureau, Representative, 4814 Loma Vista Ave., Los Angeles. The Robbins Perfumer Co. is owned and operated by The Robbins 
Publishing Co.; J. H. Moore, President and Treasurer. Subscription Rates Payable in advance: United States $3.00 a year; Canada $3.00 
@ year; Foreign $4.00 a year. Single Copies 30c. Volume Thirty-six: Number Six. Copyright 1938. Robbins Perfumer Co., Inc. 











June, 1938 23 


AUGGED STRENGTH 


NEW ENGLAND (Sheffield Process) Tubes 
safeguard your products against the “bug- 
bears” that stalk the users of leaky, inferior 
tubes. Loss of volume, of profits, of prestige, 
invariably follow when consumers rebei against 
messy hands, soiled garments, dried, deteri- 
orated contents! NEW ENGLAND makes the 
toughest, most durable tubes you can get 

more rugged strength than you'll ever need! 
Metals are melted, mixed, tempered according 
to an exclusive scientific process. Remarkable 
uniformity is obtained. These better tubes cost 
no more. Specify them for all your tube needs! 
Cartons, too, can be ordered at the same time. 
The expert services of our staff of research, de- 
sign, and merchandising men is at your com- 
mand without extra cost. Our nearest office is 
prepared to give you quick, efficient service. 


NEW ENGLAND COLLAPSIBLE TUBE co. 


. CANAL STREET, C HIC AGO e NEW LONDON, CONN. e  W. K. SHEFFIELD, 500 FIFTH AVENUE, NEW YORK 
C. H. E. DUNN, 6331 HOLLYWOOD BLVD., LOS ANGELES, CALIF. 
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COSMETICS ON THE SPOT! 


It has been pointed out that the 
F.T.C. has the plain duty and ade- 
quate power to require downright 
and factual honesty on the part of 
manufacturers selling to the public. 

Since the Commission possesses the 
power and in view of the mandatory 
policy of the law and its specific pur- 
pose, it can be assumed that the Com- 
mission will do nothing less than its 
full duty. 

The drug industry is related to the 
public health—as is also in a lesser 
degree the cosmetic industry. This 
fact puts this industry in the spot- 
light. And we can rest assured that 
this industry will receive full atten- 
tion. Not that it is or is not more or 
less deserving of it than other indus- 
tries, but on account of its relation to 
the public health. 

However, the commission may be 
expected to approach the administra- 
tion of this amended law in a friend- 
ly, though decisive spirit—with due 
regard to the problems of the manu- 
facturers. 

The manufacturers, on the other 
hand, have long since started definite 
action to safe-guard the advertising 
claims made to consumers, and to 
eliminate much that may be deemed 
misleading which may have crept in- 
to usage through keen competition 
for business. 

The T.G.A. a year or more ago, 
launched its Bureau of Standards. It 
has been gathering strength and mo- 
mentum. 

It’s a lot better to clean up one’s 
own backyard in advance of a “sum- 
mons”. 


COUNSELLOR HUGO MOCk 


“Regulate yourself—or be regu- 
lated”—so advised Mr. Hugo Mock 
(Counsel T.G.A.). It’s good advice. 
Something of a theme as voiced at 
the T.G.A. Convention. It’s a heap 
better to avoid trouble than to seek 
it; or to sullenly wait ‘til it catches 
up with you when you know it is on 
the way. 

So thinks the Board of Standards 
as directed by H. Gregory Thomas of 
the T.G.A. That’s why the Board was 
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organized. The Board seeks to elim- 
inate elements which would draw the 
lightning. Use of the Board’s ser- 
vices is optional and self interest is 
the motive. 

Again, Mr. Mock sums up the Rob- 
inson-Patman legislation—‘Treat all 
your customers alike.” Sounds sim- 
ple, but we all know it isn’t. How- 
ever, that is the intent. The little fel- 
low is to get all the big fellow gets 

in proportion. Mr. Mock particu- 
larly warns against the “drag” a buy- 
er often has when in close personal 
relationship with the manufacturer. 
That’s the human element in business 

difficult to eliminate. 

Then he touched upon truth in ad- 
vertising. The truthful intent must 
be plain. Truth can sometimes be 
misleading. Undoubtedly that is why 
the section 15 is worded so meticu- 
lously and all-inclusively. It is difh- 
cult to know what will be regarded 
as conforming except by decisions to 
indicate the trend of interpretation 
which the F.T.C. will take. In the 
meantime, plain, unmistakable truth 
is not so onerous. We all recognize 
it when we see it. 


TIMING 2 


Of course. everybody is trying to 
gauge the “recession.” When will 
the tide turn? Several significant in- 
dustries show a very small drop for 
April (reliable May statistics not re- 
leased as we go to press) compared to 
the drop in volume for three or four 
months previous. One division of the 
metal industry has been registering 
about 6‘¢ dips each month, whereas 
April was 1.4%. 

The point is, the decrease is lessen- 
ing—which indicates that we are sub- 
stantially at the bottom. Some well- 
informed people expect May statistics 
to be better than April. Certain lines 
have unmistakably picked up. 

There are rumors in_ industrial 
circles that large companies are defi- 
nitely driving at this moment to “put 
on steam.” In fact, some expansion 
programs have been announced and 
started. 

The spending bill will be passed 
in a few days. When actually signed, 
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the effect will undoubtedly be to 
stimulate activity in anticipation, 
though the actual putting out of 
money will not start until 30 to 90 
days thereafter. 

The summer season, delayed the 
country over by cool weather, will 
break suddenly. It always does un- 
der such conditions. And sales of 
summer merchandise will soar rap- 
idly. Yes, again the wires will hum 
for “immediate delivery’—and you, 
the manufacturers, will be expected 
to perform. 

There may be a depression in be- 
ing. but 125,000,000 people will wake 
up to summer wants with a jerk. 


THE TAX BILL 


Two features of the tax bill were 
commented upon by the President 
who allowed the bill to become law 
without his signature. His comments 
were critical of the undistributed sur- 
plus profits, and capital gains pro- 
visions. 

Mr. Harrison did not agree with 
the tenor of the President’s remarks, 
and defended the provisions. 

At any rate, the objections to the 
previous tax as voiced by leading 
business executives, are fairly well 
removed with respect to the undis- 
tributed profits feature, and partially 
so on capital gains. 

New development of goods and of 
ideas, new products, experimentation 
and pioneering—these have made this 
country great. This demands backing 

cash money backing — which, in 
many cases, requires more and again 
more money before there is developed 
and put in thousands of homes such 
products as for instance, the iceless 
refrigerator. 

Such money, fairly speculative, 
must be freely available if we are to 
continue to give an ever increasing 
number of people conveniences, prod- 
ucts, and services, to lighten the 
housework, to give enjoyment, com- 
fort, and entertainment to our people 
broadly. As a nation in this respect, 
we lead the world. It would seem that 
the new bill provides a much needed 
incentive to capital. Let’s hope. 


B. J. W. 
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COSMETICS + TOILET 


WHY USE ABSORPTION BASES? 


Many Questions are asked about the Com- 
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position, the Purpose and the Practical Use 


RATHER than make a lot of reading, suppose we ask 
and answer a series of questions on these useful cosmetic 
materials. 

Q: What is an absorption base? 

A: An absorption base is composed of any one or 
more of following: lanolin isolates, free or combined 
cholesterol, free lanolin, hydrocarbons (mineral oil, par- 
affine or petrolatum) with other possible materials. 

Q: Do all absorption bases contain large amounts of 
hydrocarbons? 

A: No. Some run as low as 25% hydrocarbons. Con- 
centrates usually are free of hydrocarbons. These fig- 
ures may be slightly off due to variation of composition 
from time to time. 

Q: Do all absorption bases contain free lanolin? 

A: No. Those of the eucerin type are entirely free 
from lanolin. 

Q: Do all absorption bases contain cholesterol, and 
if so how much? 

A: Some bases are relatively poor in free or com- 
bined cholesterol. Average figures run from traces in 
some cases to almost 20% total cholesterol in others. 


ACTIVE MATERIAL IN ABSORPTION BASE 


Q: What is the active material in an absorption base? 
A: Usually it is a fraction of lanolin derivatives ob- 
tained by special methods some of which are patented. 
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of Absorption Bases — Here are the Answers 


by MAISON G. de NAVARRE 





This fraction varies with method of manufacture but usu- 
ally contains among other substances, cholesterol free 
and combined, along with certain wax-like components 
of lanolin. 

Q: Why is lanolin added to absorption bases? 

A: That is difficult to answer. Suppliers of this type 
of base have special reasons for including it in their 
product. 

Q: Is there any advantage in adding lanolin to ab- 
sorption bases? 

A: Speaking entirely from the mechanical point of 
view, the addition of lanolin makes for easier emulsifica- 
tion of water or water mixtures. Some think that emul- 
sion stability is also enhanced by including lanolin. 


PURPOSE OF ABSORPTION BASE 


Q: What is the purpose of an absorption base? 

A: To act as a neutral emulsifier, holding up to five 
times its own weight of water or aqueous liquids, with- 
out the odor and tackiness of lanolin. 

Q: Do these bases serve any purpose other than that 
of emulsifiers? 

A: Sometimes they are used in place of lanolin to 
obtaining nourishing action without the odor, color or 
stickiness of lanolin. 

@: Can a mixture of lanolin and petrolatum do the 
same work as an absorption base? 




























































A: It cannot. You do not get the emulsifying action, 
and you still have the undesirable odor and stickiness of 
lanolin. 

Q: What advantage has the lanolin-free absorption 
base? 

\: It possesses none of the undesirable properties of 
lanolin itself, in addition to which it gives whiter creams, 
and of somewhat firmer consistency. 

: Do all absorption bases contain hydrocarbons? 

\: To my knowledge, all contain hydrocarbons (min- 
eral oil, paraffin and/or petrolatum) to greater or less 
extent. 

Q: Is there any disadvantage because of the hydrocar- 
bon content? 

A: None whatever. Hydrocarbons are essential to the 
great water absorption or emulsifying ability of these 


products. 


STANDARDIZED BASES 


Q: Is there any reason why a person could not make 
his own absorption base from, say, lanolin, hydrocar- 
bons, cholesterol, etc. 

A: Certainly not. But why buy a cow when milk is 
so cheap? Even the largest consumers of absorption 
bases prefer to buy a standardized product of known use- 
fulness. 

Q: Is there an official formula for absorption bases? 

\: Not at the moment. Work in this direction con- 
tinues and may result in an official recipe. 

Q: Are absorption bases superior to lanolin, and vice 
versa? 

\: For certain purposes, absorption bases are supe- 
rior to lanolin. For other purposes, lanolin does a better 

or at least just as good—a job. Of course price enters 
into the question too. 

Q: Will absorption bases ever completely replace 
lanolin? 

\: Has the horse been completely replaced by the au- 
tomobile? The same applies to lanolin. It will never 
be completely replaced; for it has a great deal in its 
favor. In their proper places, both lanolin and absorp- 
tion bases can be very useful if intelligently applied. 

Q: Why then use an absorption base at all? 

\: If you want a preparation with high water con- 
tent; if the water content is either acid or alkaline; if 
the base must be neutral; if you don't like the odor 
tackiness or color of lanolin; if you want special effects; 
if you require a base not affected by electrolytes: if you 
require an emulsion of the water in oil type, then you 
will choose an absorption base. Lanolin could be used 
in cases involving electrolytes, but its tackiness and odor 
preclude its use in some preparations. 


CHOLESTEROL CONTENT 


Q: Is the cholesterol content of absorption bases of 
any particular moment? 

A: The trade shouldn’t regard absorption bases in 
terms of cholesterol but in terms of emulsification and 
odor. They were designed in the first place to be of 
special use in suspending or emulsifying large amounts 
of aqueous liquids, of varying degrees of acidity or al- 
kalinity. That is their real purpose. Other purposes 
are secondary. Hence the cholesterol content is of minor 
importance insofar as it doesn’t affect emulsification. 
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BACTERIA IN COSMETICS 








By Dr. Milton Herbold* 


Most of the bacteria and fungi found to be trouble- 
some in the cosmetic industry are non-pathogenic, but 
often break down emulsions, produce odors, discolora- 
tion, and unsightly growths. 

Following is a description of the characteristics of 
three types of organisms which are most commonly found 
in oily and cream preparations: 

1. Staphylococcus aureus. 

This is a non-spore forming bacteria. It is gram 
positive. It liquefies gelatin and many gums. It 
ferments carbohydrates; such as dextrose, lactose, 
sucrose, and mannital, but not raffinose, salicin, or 
inulin. It reduces nitrates to nitrites, also in many 
instances there is a slight hydrogen sulfide forma- 
tion. Ammonium salts are never utilized by this 
bacterium. Occasionally it is pathogenic, but usu- 
ally is non-pathogenic. It is a faculative aerobe. 
its Opumuni temperature is 37° C. It hydrolyses 
fats containing an appreciable amount of fatty 
acids, by the formation of enzymes. In some in- 

stances it may produce enzymes which decompose 

the protiens of fats and oils with the production 

of indole, skatole, or hydrogen sulfide. or which 

break down protiens, carbohydrates. and fats to 

propionic, butyric, lactic, and other volatile fatty 

acids. 
2. Bacillus subtilis. 

Those are rod-shaped organisms about 0.8 by 1.5 

microns occurring singly or sometimes in short 

chains. They are motile, and they may readily be 
seen in aqueous solutions, under the microscope. 

The cells store glycogen as reserve material. They 

are gram positive; liquefy gelatin and many gums; 

do not form indol; do not reduce nitrates; produce 
acid in dextrose and sucrose; hydrolyze starch; 
and live only in the presence of oxygen. Their 
optimum temperature is 37° C., but they will grow 
between 10° C. and 56° C. 
3. Escherichia Coli. 
These are short rods 0.5 by 1 micron, and also 
occurring singly, in pairs, or in short chains. They 
are motile with peritrichous flagella. They are 
gram negative; they never liquefy gelatin or gums, 
but rather form opaque, moist, grayish-white col- 
latin. In litmus milk there is a rapid 
Acid and gas 


onies on ge 
acid formation with coagulation. 
are produced in dextrose, levulose, galactose, ar- 
Indol is 
formed; nitrates are reduced to nitrites; and pos- 
sibly the most characteristic thing about this organ- 

ism is that there is always a focal odor present. 
Most of the bacteria listed above may easily be inhib- 
ited by the use of proper preservatives. However. those 


abinose, lactose, maltose, and dextrine. 


bacteria which are capable of forming spores, such as 
Bacillus subtilis, can only be inhibited or destroyed by 
these preservatives when they are in their vegetative form. 
and not in their spore form. 

The fungi are not affected a great deal by most pre- 
servatives. However, in their metabolism they do not 
cause serious decomposition, and are not troublesome. 


* Extract from a paper read before the California Cosmetic 
Association. 
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COSMETIC TAX MAY GU IN YEAR 


Mark Eisner Predicts its Elimination at Third Annual Convention 


of Toilet Goods Association - - Opportunity Afforded Industry 
by World’s Fair - - Current Legislation and What it Means to 


PLAUSIBLE reasons why the cosmetic tax will be elim- 
inated June 30, 1939; the opportunity afforded to the 
toilet goods industry to establish itself favorably with 
the general public at the World’s Fair; and the wisdom 
of the toilet goods industry acting as advertising censor 
for itself to comply with the Wheeler-Lea act sum up 
briefly the subjects discussed at the third annual meeting 
of the Toilet Goods Association in the Hotel Biltmore, 
New York City, May 24, 25 and 26. 

The meeting was fairly well attended and full oppor- 
tunity was afforded for rubbing elbows and renewing 
acquaintances at the luncheons and on the golf links as 
well as at the various interesting entertainment features. 


NEW OFFICERS 


Officers for the coming year follow: 

President. H. L. Brooks, Coty Inc. 

First Vice President, Cecil Smith, Yardley & Co. 

Second Vice President, E. B. Hurlburt, J. B. Williams 
Co. 

Third Vice President, H. P. Willats, Colonial Dames 
Inc. 

Treasurer. Paul F. Vallee, Roger & Gallet. 

Secretary, J. I. Poses, A. A. Vantine Products Corp. 

Executive Secretary, Charles S. Welch. 

Counsel: Hugo Mock and Mark Eisner. 

Director Board of Standards, H. Gregory Thomas. 

Executive Board: C. M. Baker, H. Clyde Balsley, A. H. 
Bergmann, J. M. Buck Jr., Paul H. Douglas, J. H. Hel- 
frich, A. E. Johnston, D. H. McConnell Jr., Earl Means, 
D. J. Mulster. Charles A. Pennock and George A. Wrisley. 

Complete understanding of the provisions of the 
Wheeler-Lea law and the continuance of the Board of 
Standards were advocated by Herman Brooks in his 
presidential address in which he reviewed largely the 
work of the past year. (Later it was voted to continue 
the Board of Standards). It was pointed out that no 
manufacturer is a member of the Board of Standards 
so that its decisions on advertising voluntarily submitted 
to it for censorship are impartial. Mr. Brooks also urged 
vigilance to maintain gains made in fair trade legisla- 
tion. 


WHY COSMETIC TAX MAY BE ELIMINATED 


Mark Eisener stated that the elimination of soaps, 
dentifrices and mouth washes from the scope of the rev- 


enue law of 1938 would leave a calculated revenue from 
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the Industry and How it Should be Met Discussed by Experts 





cosmetics of about $11,000,000. The levy will then be- 
come an unimportant tax leading to its elimination. Up 
to this year the toilet goods industry was No. 2 in se- 
curing relief from the nuisance tax; but when the fur 
industry was eliminated this year the toilet goods indus- 
try became No. 1 and hence the removal of the tax when 
the 1939 law is up for consideration is probable unless 
the need for revenue on the part of the government be- 
comes very acute. 


WORLD’S FAIR EXHIBIT 


\ symposium on the perfumery and cosmetic exhibit 
at the World’s Fair followed. H. Gregory Thomas pointed 
out the value to the industry of participation in the fair, 
stressing the opportunity that would be afforded to coun- 
teract to the general public the misapprehensions that 
may exist as to the value of the service rendered by the 
industry by showing to the world the scientific accom- 
plishments, the skill and the background which have 
made possible the development of the industry. 

Grover A. Whalen, president of the World’s Fair, em- 
phasized the large number of visitors expected at the 
fair, over 55,000,000, who would be very likely to visit 
the cosmetic building because of its strategic location. 
Donald Deskey, director of design of Perfumery & Cos- 
metic Exhibits Inc., explained various interesting features 
of the proposed displays. 


LEGAL TRENDS IN COSMETIC INDUSTRY 


At the conclusion of the symposium, Hugo Mock, coun- 
sel for the association, spoke on legal trends in the toilet 
goods industry in 1938. As usual his address was full of 
common sense. He pointed out that excessive regulation 
is often the legislative answer to conditions within an 
industry which did not choose to regulate itself. “The 
all important thing to remember about the Wheeler-Lea 
law,” he said “is that every bit of printed matter in re- 
lation to the product must be simply truthful.” 

In discussing fair trade laws he pointed out that under 
no circumstances should manufacturers cooperate with 
each other in their price maintenance problems as far as 
establishing prices and discounts cooperatively is con- 
cerned as this is expressly forbidden by law. 

“Retail price maintenance is still in its first phase,” he 
cautioned. “We do not know whether it will be a perma- 
nent feature of American business, though it is reason- 
able to suppose that it or some prohibition against loss 
leader selling or the like will become a permanent fea- 
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ture of American merchandising as fair and equitable.” 

In discussing fair trade acts, Mr. Mock pointed out that 
the economic philosophy back of each is much the same, 
with the principal difference that under the Miller-Tyd- 
ings Act their use of fair trade laws is optional with the 
manufacturer whereas the Robinson-Patman act applies to 
all manufacturers. The fair trade laws say that all retail- 
ers must sell to the public at the same price. The Robin- 
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son-Patman act says to the manufacturer “You must sell 
all of your customers at the same price, allowing differ- 
ences in price only for differences in cost of manufacture, 
sale or transportation.’ Mr. Mock also discussed the pend- 
ing Lanham trade-mark bill, the legislation on marking 
and weights and measures, and federal food, drug and 
cosmetic legislation. 

In summing up Mr. Mock said: 

“Is there any way to sum up in a few sentences what 
this potpourri of laws means to you as manufacturers? 

“First, | would say, regulate yourselves or have it 
done for you. Some of these laws are the result of con- 
sumer demands, some are the result of demands by 
groups of retailers. 

“Second, I would say that the trend of legislation is 
to minimize the personal relation between the manufac- 
turer and the buyer of your merchandise. The tendency 
is to have you treat all of your customers alike, very 
much like the relationship between the gas and electric 
company and its customers. 

“Third, more truth in advertising. In the future your 
advertising or other forms of printed matter will have 
to be truthful not merely truthful in the legal sense but 
in the ordinary common sense interpretation of the word. 
I do not want to reflect too much upon the legal profes- 
sion, but I would say the English used should be such 
as should not require the services of a lawyer to interpret 
it. It must not be tricky or too clever. 

“Perhaps this is going to embarrass some manufac- 
turers momentarily but a closer adherence to the truth 
also has its constructive side. In a year or two after 
truth has been the rule and not the exception in adver- 
tising, consumers who read advertising will begin to be- 
lieve it all and will not immediately discount it 80% 
for exaggeration. There is still room for romance and 
adventure in business but it should be in your research 
departments and not in your advertising copy. 

“And one last suggestion with which many of you will 
heartily disagree. For better or for worse, the trend of 
the times is decentralization of cities and of industries, 
the discouragement of gigantic corporations, of enter- 
prises that absorb too great a percentage of a total of an 
industry. 

“T believe some of you might well borrow a leaf from 
the experience of those who have been the pioneers in 
this industry. I mean the French houses whose aim has 
not been bigness, but quality, and who are quite satis- 
fied year after year to keep the business they have with- 
out greatly increasing it. Large quotas do not always 
mean large profits, and though it may not be the tradi- 
tional habit of American enterprise, a prosperous indus- 
try will be more happily represented by a number of 
small concerns making a reasonable profit than by a few 
gigantic corporations engaged in bitter competition with 
each other and handing over most of their profits to their 
distributors. 

“The cosmetic industry has come of age, its gypsy 
days are over and it is time for it to take its place as 
one of the industries that cater to the basic needs of 
American men and women.” 

Tuesday evening a gay party left by buses from the 
Biltmore Hotel for the Biltmore Theatre where the 
comedy “What a Life” was enjoyed. After the theatre a 
supper was served at the Casa Manana; and following 
the floor show dancing was enjoyed until an early hour 
the following morning. 
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But despite the lateness of the hour enthusiastic golfers 
to the number of 133 turned up the following day to 
compete in the annual tournament at the Canoe Brook 
Country Club, Summit, N. J. 

The morning session Thursday was in the nature of 
an executive session for active members only. After 
luncheon, however, the general meeting was called and 
two subjects occupied the attention of the members: the 
report of the Board of Standards, which incidentally will 
be continued; and the effect of the Wheeler-Lea law. 


WORK OF BOARD OF STANDARDS 


Taking up the work of the Board of Standards Mr. 
Thomas pointed out the following services rendered by it: 

First—To control advertising; to remove the misap- 
prehension and distrust of cosmetic advertising claims 
which had been fostered in the minds of the public by 
the few to the detriment of the many. 

Second—To survey the field of cosmetic preparations, 
so as to ensure even higher standards of purity and value 
to the consuming public, as well as to keep a careful 
check on new preparations which might embody harmful 
ingredients and thus prove damaging to the good name 
of our industry. 

Third—To prepare material and to conduct activities 
which would place the industry in a favorable position 
before the great masses of American consumers whom it 
is our honor to serve. 

Reporting on the second service, Mr. Thomas outlined 
the work that has been done on cosmetic colors and re- 
viewed the work on vitamins and hormones. Speaking 
about vitamin A, Mr. Thomas said in part: 

“I understand that extensive work has been done in 
the private laboratories and under the direction of one 
of the leading companies in the cosmetic field which has 
led this manufacturer to believe that Vitamin A is a 
valuable component of skin preparations for cosmetic 
use. The work referred to has, however, not been pub- 
lished, and it has therefore not yet been the subject of 
discussion with subsequent corroboration or rejection on 
the part of leading dermatologists and other scientists.” 

As to Vitamin D, Mr. Thomas held that we must still 
adhere to the position of skepticism as to its value in 
cosmetic preparations. As to the value of sex hormones 
in preparations to be applied to the skin, Mr. Thomas 
said: “There seems no doubt that these follicular oestro- 
genic substances are easily absorbed through the skin, 
that they have a definite and often powerful reaction on 
the metabolism of the human body, and that they should 
only be used with the greatest care. The whole field of 
endocrinology is developing rapidly and I am confident 
that the future science of the study of the effect of glandu- 
lar secretions on the health of the various organs holds 
many an element of surprise which will be revealed to 
us in future months.” 

The services offered by the Board of Standards in the 
censorship of advertising make it an essential phase of 
the future development of the industry in Mr. Thomas’s 
opinion as manufacturers who do not avail themselves of 
the services offered may be faced with increasing inter- 
ference on the part of government agencies and also with 
legal expense. 

John Benson, president of the American Association 
of Advertising Agencies spoke on the effect of the 
Wheeler-Lea Act on the advertising profession. He de- 
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fined cosmetics as woman’s triumph of hope over fact. 
He then plunged into the subject and pointed out that 
agencies are relieved from responsibility under the law 
provided they give the name and address of the offend- 
ing client, the reason being that clients see and approve 
the copy before it is published. 

As a whole he felt that the law would help business 
generally. Copy will be more informative. Advertising 
competition will be better. If a medium is true to its 
reader it cannot be false to any advertiser; and this im- 
plies that copy will be more accurate and hence will 
be believed. He felt that copy would not be deprived of 
emotional appeal. 

Irving Fox, counsel for the National Retail Dry Goods 
Association said in part: (Continued on page 34) 


EXECUTIVE BOARD 





H. Clyde Balsley A. H. Bergmann 


J. M. Buck, Jr. J. H. Helfrich 


Paul H. Douglas 





A. E. Johnston D. H. McConnell, Jr. 


Earl Means 





D. J. Mulster 


C. A. Pennock 


George A. Wrisley 


31 








~ = rs - 
., Ls ” 
2 en? van hal see — 8 
Saeed IN ee ar" Sl > 
” ce a nm x 
a re Sa 5 aati : 
as eS SM pe 2 
- 4 a As na wm 
i Vs. - é 
eo aneeimananm 2s . <i A ° eon a 
a a 
— or ' ro pine oO 
—w 7 - 4 , > wi 
Tie a> eee _ v ae g 
Sa re oe 3 
son ~€ sis wi 
I 
’ . | A J . ab oe ° 
a ee . ‘i 3 fate 8 
i < 


ae , at 
eatin , _ 7 ee 


. " e 
‘ ~~ = ; , \ => 
. ss A 
ws la 


A 








ad ‘ : 
. eae : . 6 
. Jaikh Sa < 





5 


KERS AT THE ANNUAL BANQUET OF THE TOILET GOODS ASSOCIATION 











SNAPPED AT THE CONVENTION 


“The cosmetic industry need not fear the iron hand 
of further government regulation if it acts through self- 
censorship to eliminate and avoid misrepresentation of 
its products. Control by government over industry is 
objected to by all business, but business must of its own 
volition act with determination to root out conditions 
which would make such control a necessity. 

“There is no question but what this industry has made 
women of all classes both beauty and health conscious 
to a greater degree than ever before. At the same time. 


it had to be admitted that many of the industry’s mem- 
bers had shown a lack of control in their advertising and 


sales promotion programs, a fact largely due to the keen 
competition in the industry. 

“It has been, and still is, the contention of retailers 
that manufacturers of the cosmetic products distributed 
by the stores are, and should be, solely responsible with 
respect to the quality, content, and performance of their 
products.” 


LAW HELD TOO PERFECT 


In the final summation by Mr. Mock he held that the 
law as written was too perfect; that the industry would 
not know where it stood until the law has been inter- 
preted by the courts. With a few homely illustrations he 
showed how the law not only requires that everything 
you put into an advertisement must be true but you must 
also not fail to omit anything. In the execution of the law 
he felt that greatest hope rested in the feeling that the 
commission would execute the act in a spirit of common 
sense. Otherwise if stretched to its greatest lengths the 
law would be nullified. 

The convention came to a close with the annual ban- 
quet which was attended by about 300. As usual a re- 
ception was held before the banquet; and during the 
banquet an excellent floor show was presented after 
which there was dancing until an early hour the follow- 
ing morning. 


WINNERS OF GOLF PRIZES 


At the conclusion of the banquet golf prizes were 
awarded as follows: First kickers, E. B. Millar; first net 
A, H. B. Puffer; Second kickers, I. H. Budd; first net B, 
D. J. Bradley; third kickers, J. L. Toby; Low gross, Paul 
deB. Scott; First net C, C. R. Keeley; Fourth kickers, 
Gifford Plume; Fifth kickers, Frank Zackman; Longest 
drive, Frank Huisking; Second net A, A. J. Dederick; 
Sixth kickers, Ira MacNair; Second net B, D. D. Neal: 
Seventh kickers, T. Halstead; Second net C, J. H. 
Majesky: Eighth kickers, Herman Deitel; Ninth kickers, 
F. R. Rogers; Tenth kickers, A. H. Dunney; Third net 
A, H. Heister; Third net B, Wallace A. Bush; Third net 
C, Howard Suland; Low putts, Paul Hyatt; Nearest pin, 
B. Franke; Fourth net A, Frank Mahr; Fourth net B, 
H. D. Porter; Fourth net C, William A. Barry; Highest 
score, H. B. Moore; Fifth net A, Alex Henderson; Fifth 
net B, William F. Zimmerman; Fifth net C, A. Van Alan 
Clarke; Second longest drive, Jerry Furman. 

The complete success of the entertainment features was 
due to the work of the committee composed of: 

C. E. Kelly, chairman, A. C. Burgund, Charles Fisch- 
beck, W. D. Barry, W. E. Klaas, M. Lemmermeyer, W. P. 
Murray, L. R. Root, Karl Voss. 















IN the February issue of The American Perfumer, the 
question was asked: “Why cannot American supply 
houses compound similar outstanding perfumes as those 
made by France, Switzerland and Germany?” Three 
months later, Mr. A. T. Frascati, perfumer-chemist of 
the American branch of a European house, ventured an 
opinion. 

The first portion of Mr. Frascati’s article is interesting 
and enlightening—the second portion is interesting but 
not enlightening, since it does not present all of the rele- 
vant facts. One of his contentions was that one real spe- 
cialty has been developed in America. 


SALES OF AMERICAN SPECIALTIES BEST PROOF 


What is important to the American supply house is not 
that the European perfumers credit us with one outstand- 
ing specialty base but the fact that the $300,000,000 
American cosmetic and perfume industry knows of our 
achievements in this field. The ever increasing amount 
of our sales of these specialties to them is the best proof. 

Who is it that claims that only one specialty worthy of 
consideration as an “achievement” was developed in 
America? Was a contest held without our knowledge? 
Who was the judge—the European consumers of perfume 
materials or our European competitors? 

If it were the European consumers of perfume mate- 
rials, then, guided by our experience with Europe in other 
fields of endeavor, it will take time to convince them all. 
This we know. If it were our European competitors (and 
the article, after all, was written by the representative of 
one of them), we should consider ourselves flattered that 
they deemed to take any notice of our industry and efforts. 


SUBSTANTIAL AMERICAN HOUSES HAVE SPECIALTIES 


Without actually checking on the sales, it is safe to 
state that there is not one American supply house of any 
worth which has not a series of specialties and perfume 
not imitations but achieve- 
ments—and the perfumer-chemists responsible for these 


bases that are outstanding 


developments can well hold their own with the perfumer- 
chemists of Europe. They are aided by foresight, capital, 
scientific apparatus, equipment and well-fitted research 
laboratories. We may not have as many perfumer-chem- 


* Sales Manager, Compagnie Parento, Inc. 
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TANDING PERFUME BASES... 


of changes 


America Produces Them 


Increasing Sales of American Specialties Best Proof 
Says Experienced Sales Manager . . . Significance 


that have taken place in the Industry. 


by IRVING BENNETT* 


ists as Europe but our industry is a young one compared 
to theirs and, by the same comparison, we can boast of 
as many and as fine perfumers as there are abroad. Per- 
fumers, like all other artists, are born to their art—the 
training will always be secondary to the true talent. Need- 
less to say, the resources of the world’s floral and essen- 
tial oil markets are at our command and we have long 
been well aware of their importance in our industry. We 
do everything possible to bring to this country the finest 
aromatics, natural and otherwise, produced throughout 
the world. 

Twenty years ago, the aromatic chemical industry was in 
its early stages of development and all energy was turned 
towards its perfection. Today, it more than holds it own 
in competition with European production, both for qual- 
ity and importance. In fact, it has become so outstand- 
ing that one of the largest of the European houses made 
certain to control a large aromatic chemical production 
unit here, utilizing the services of American perfumer- 
chemists and technical aid. This was true of others. The 
increased consumption of aromatic chemicals has made 
possible the growth of American production units here 
whose aromatic chemical offerings now stand second to 
none in quality. 


RADICAL CHANGES IN INDUSTRY 


So it is with the production of specialties or perfume 
bases. For years, the European houses dominated our 
markets here with their offerings of specialties—some 
very good, some far from it. These offerings were made 
through American supply house sales specialists. It can 
be understood, therefore, that these supply houses nat- 
urally took very little action towards the development of 
specialties—the law of economics demanding that they 
concentrate on the sale of the products of their European 
principals. The situation, however, has changed radical- 
ly in recent years. 

This change first began when the European houses be- 
came aware of the merits of the specialties being devel- 
oped by their American supply house sales agents and 
the inroads they were making in their business. At first, 
these specialty developments were treated lightly by the 
European houses but, as they grew in importance, Europe 
was forced to take notice. The profits which the Ameri- 
can supply houses were accruing from the sale of these 
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specialties were being used in further research and de- 
velopment. Accordingly, the European houses had no re- 
course but to set up their own controlled branches in this 
country, feeling that their hold on the American market 
was definitely slipping. 

We cannot conceive the statistical method used to ar- 
rive at the fact that perfumers are still 99.41% dependent 
on European specialties—we fail to see that it is as sim- 
ple as judging the purity of Ivory Soap. 

The perfume industry is now witnessing a repetition of 
what has already taken place not only in the chemical, 
drug and dye industries, but in the field of fashions, art 
and sciences, in all of which we are assuming leading 
positions—fast displacing Europe’s monopoly. 


EUROPE LOOKS TO AMERICA FOR COSMETIC LEADS 


Little more than two decades ago, no one dreamed that 
America would lead the world in the production of cos- 
metics. Today, Europe looks to America for “leads” in 
this field. Not so very long ago, no dye was comparable 
to a European dye, no drug as good as a European 
drug.* Today, we are leaders in these fields. There was 
a time when no true fashion leader could conceive of 
American designed clothes; today New York and Holly- 
wood designers are vying with Europe for leadership. 
For years, we have been guilty of listening to many sec- 
ond-rate lecturers from abroad, while neglecting our own. 
It was unheard of to consider Americans for leading roles 
on the operatic stage and opera by an American com- 
poser was an impossibility. Times and conditions have 
changed—the tinsel which surrounded Europe and made 
it the leader in all fields, has tarnished. 

Americans have always been ready and eager to recog- 
nize and take up the best Europe has to offer—Europe, 
however, has been slow to reciprocate. European devel- 
opments, or any other foreign developments, will and 
should always be of prime interest to us since “art knows 
It is this spirit which has made America 
the most progressive nation in the world. However, just 


no boundaries.” 


as we are ready to applaud outstanding achievements in 
any field of endeavor, no matter where, so are we always 
on the alert to defend and advance the merits of our ac- 
complishments here. 

We repeat that there is room here for outstanding de- 
velopments, be they American or European. However, let 
no one underestimate the actual accomplishments of 
American perfumer-chemists, nor their vision, artistic 
talent, or love of the artistic side of perfumery. 

What we need now is not the patronizing attitude of 
our European competitors, but the continued encourage- 
ment and cooperation of American buyers. We can only 
continue to advance with their aid, because recognition 
at home will bring recognition internationally. We have 
everything in our favor, including youth, with its fresh- 
ness of viewpoint and ability to overcome all obstacles. 

It may take years of hard work and careful manufac- 
turing and fair trading to reach the goal which we have 
set for ourselves, but Europe does not have a monopoly 
on hard work and careful manufacturing and fair trad- 
ing. This is the stuff of which we are made—they are 
good old-fashioned Yankee customs. 


*In 1917 about as many pounds of dyes were manufactured in 
America as were imported in 1913; in 1914 the output of American 
dyes was valued at 2% million dollars—in 1917 over 57 million. 
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THE END OF THE ROAD 


By Floyd Parsons 


Ir we are willing to exercise a little patience, and in the 
meantime work hard on the job of getting ready to take 
advantage of the next business upturn, there are great 
things ahead for us. 

Already in many business quarters a new spirit is de 
veloping that is not unlike that shown by Admiral Far- 
ragut when he declared, “Damn the torpedoes, full speed 
ahead!” 

The other day I received a letter sent out by the presi- 
dent of a corporation to all of his stockholders. It said: 
“Here inclosed is check covering regular dividend for 
the first quarter. In this present time of widespread pessi- 
mism and discouragement you will be pleased to know 
that our business is now running a little ahead of the 
same period of last year, and we are operating within 
our budget. 

“We have continued as usual with our research, adver- 
tising, and sales efforts, and all of our employees appear 
to be imbued with the idea that we can win the fight and 
are working earnestly to establish new records and ac- 
complishments.” 

So far as the nation’s domestic economic structure is 
concerned, there is not a single unsound spot in it. 

Every evening has a morning after, and every up is 
followed by a down. Doubtless this law of succession 
is operating today with all of its same irresistible force. 
Certainly a majority of our citizens fully recognize that 
property rights and human rights are as inseparable as 
justice and wisdom, and that if property rights are de- 
stroyed, human rights will not remain long with us. 

Business is like a man rowing a boat upstream; he has 
no choice; he must go ahead, or he will go back. So it 
is gratifying to note in the midst of today’s troubles a 
growing disposition on the part of men and women in 
American trade and industry to get back on the vital job 
of tending closely to their own business. 

They are proceeding on the assumption that the oppor- 
tunities facing our nation are greater than they have ever 
been before; that the end of the road we have been trav- 
eling since 1930 is not far off; and that the best way to 
remedy current social difficulties is by the development 
of new methods, the creation of new machines, and the 
manufacture of new products that people need and want. 

It is tomorrow we are thinking about rather than to- 
day, so let us get in mind that the law of supply and de- 
mand is once again being religiously followed. Unlike 
previous depressions, we have no big speculative credit 
structure to be wiped out. 

In the 40-year period ending in 1929 this country saw 
the birth of 18 important new industries, which eventually 
absorbed approximately one-seventh of all our manufac- 
turing labor. The new industries that will be ushered in 
between now and 1950 will total many more than the 18 
which came along previous to 1929. 

The one primary need in the United States is to get 
back to a workable plan for satisfying human require- 
ments. This is a world of fact, and whatever the obstacles 
now facing business may be, the day is fast approaching 
when the present flood of pent-up desires will sweep aside 
all barriers and rush forward along the avenues leading 
to increased production, better and cheaper products, and 
greater earned income for everyone. 


The American Perfumer 
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EXPORTS OF American-made toilet articles are steadily 
increasing from year to year. They are now being 
shipped to practically every trading area in the world; 
the bulk going to 20 widely separated countries. What 
is of especial interest is the increasing sales of American 
toiletries in France. Dentifrices lead among our exports, 
with toilet and face powders second on the list, followed 
by creams, lipsticks, hair preparations, manicuring prep- 
arations, depilatories, deodorants and rouges. American 
toilet soaps and shaving cream are also distributed wide- 
ly to world markets. At the same time our toiletry raw 
materials imports were at peak levels in the past year 
with almost every country in the world contributing to 
our requirements for such products. That foreign mar- 
kets for American-made toilet articles afford a fertile 


field for development is becoming increasingly evident. 


HOW LONG IS 1000 YEARS? 
THE DESIRE TO perpetuate the era in which one lives is 


as strong as the yearning for longevity. 

An ambitious attempt toward the projection of the im- 
mediate civilization into the consciousness of the future 
was made at Oglethorpe University, Atlanta, Ga. recently. 
There a stone and steel “Crypt of Knowledge” has been 
placed beneath the university buildings. In it are stored 
motion pictures, encyclopedias, phonograph records, 
models of inventions and books to give a cross section of 
20th century life—and it is not to be opened until 8,113 
A. D., nearly 6,000 years hence. 

So, the proposal to erect a Shrine of Beauty in the 
Santa Rita mountains of Arizona, in which the corner- 
stone of the Cosmetics Building of the Worlds’ Fair, with 
its cargo of perfume, soap, lipsticks, creams and other 
toiletries as well as the array of literature represented by 
magazines and newspapers to be enclosed for one thou- 
sand years, is but an instance of the desire to preserve for 
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EDITORIALS 


AMERICAN EXPORTS INCREASING 


posterity, generations ahead, a picture of the cosmetic 
industry as this generation knows it. 

But a thousand years is a long time. This becomes 
more evident by looking backward. In the year 938, just 
after Charlemagne, France and Germany were just being 
developed and the Papal states likewise were just emerg- 
ing. Italy as an entity was not to come into being for 
150 years nor Spain for 50 years. It was a hundred 
years before the Norman conquest of England; over 500 
years before the discovery of America; and the Byzantine 
Empire was still the mistress of the world. 

Vast changes have taken place in the last thousand 
years. What may take place in the next thousand years 
offers an interesting field for speculation. Historians 
point out that it takes 500 years to test a principle of 
government; and that no democracy has survived for as 
long as 200 years. Also, citing the Roman empire, they 
point out how the whole complexion of the character of 
the populace changes with the lapse of time and migra- 
tion. It challenges the imagination to look forward to 
the changes in store for what is now the United States in 
one thousand years. But, when the Shrine of Beauty is 
opened, one thing is certain: Women will still be using 
cosmetics and perfumes; for the desire to be attractive 
is inborn. It existed in the time of the pharaohs, it exists 
today and it will be just as urgent in the year 2039. 


‘FROM WASHINGTON 


IN THE FIRST complaints filed against national adver- 
tisers since the Wheeler-Lea amendments became law the 
skin vitamin claims of Pond’s Extract Co. and the bac- 
teriological effects of the products of Jergens-Woodbury 
Sales Corp. are questioned. . . . Statements by salesmen 
may get advertisers into difficulties under Section 12a 
according to James Horton, chief examiner of the Federal 
Trade Commission. . . . The Lanham trade-mark and the 
Food, Drug and Cosmetic bills are likely to be passed at 
the next session of Congress. 















































IN any list of the factors that have contributed to the 
rise of the beauty shop business in this country, perma- 
nent waving must be placed very near, if not actually at, 
the top. Many a woman, tempted into a shop for her 
first permanent wave, stayed or returned for other beauty 
service to match herself up better, and nowadays at least 
two permanent waves a year are included in the beauty 
budget of almost every well-groomed woman. 

There has been any amount of scientific research on 
the problems of permanent waving’; but practically all 
of it has been done—and still is being done—by the 
manufacturers who, rightly enough, keep the results of 
laboratory research locked in their private archives. Such 
a state of affairs will necessarily continue, with consider- 
able loss of time and money spent on overlapping and 
duplicated work, until university laboratories and clinics 
take this kind of research seriously, and the scientific 
journals publish the results obtained. 


FACTORS FOR SUCCESS IN ANY PERMANENT WAVE 


The amount of pseudo-science and hokum which have 
been written about permanent waving would fill a good 
sized bookshelf. When it is all boiled down to essen- 
tials, the factors of success in any permanent wave are: 
1) the condition of the hair; 2) the skill of the operator 
in his chosen method; and 3) the after-care of the hair. 
The importance of all these should not be ignored by 
manufacturers, because it is through good consumer edu- 
cation on these matters that the future of permanent wav- 
ing can be assured—not through merely designing more 
chromium plated gadgets, or grubbing through books for 
some magic recipe for a waving lotion. 

Under condition of the hair must be considered its 
form, and its general health. The form of the hair means 
whether it is straight, wavy, or curly. This is important 
because of the definite relationship that exists between 
the degree of natural straightness or waviness and the 
ease with which the hair will take and hold a permanent 
wave. 

Certain it is that some straight hair does not take a 
permanent wave well; other hair, seemingly just as 
straight, takes the wave and holds it beautifully. Exam- 
ination of the individual hairs would show that the first 
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PROBLEMS OF 


Waving Lotions - - Also Machineless Methods 





How the Condition of the Hair as to Form and 
Health Affect the Wave - - What to Do to Re- 
condition the Hair - - Making Test Waves - - 





by FLORENCE E. WALL F.A.I.C. 





type is round (or a very fat oval) in cross section, while 
the second is a flatter oval, with a proportionate flatten- 
ing as the degree of natural waviness increases. Curly 
hair runs from oval shapes and a quasi-triangular cross- 
section to the very flat hair of the negro, which occa- 
sionally looks more like plant fibres. The triangular 
form is interesting because of its resemblance to the 
cross-section of a plant tendril; the flatter side is always 
on the inner side of the curl as it is coiled around a 
stick or the finger. 


DETERMINING LASTING PROPERTIES OF A WAVE 


The constant form of any hair throughout its length 
is alleged to be due to the shape of the follicle within the 
skin.” In determining the lasting properties of a wave, 
the form is more important than the size (i. e., diameter) 
of the hairs. Size is very deceptive. Frequently it has 
been observed that fine hair, which would presumably 
take a wave easily, takes it with great difficulty, and soon 
loses it; while certain types of coarse hair take and hold 
the wave without difficulty. These differences are believed 
to be due to variations in the size and shape of the im- 
brications* (scales) which make up the cuticle of the 
hair. 

It is believed, then, that the main purpose of perma- 
nent waving is to change the form of the hair from a 
round or broad oval to a flatter oval form. To accom- 
plish this, the hair must be stretched tightly and smooth- 
ly around a rod, softened with alkali and heated rela- 
tively quickly at a high temperature to set it in its new 
form. 

The natural elastic properties of hair, the manner of 
winding it, the choice of alkaline solution used, and the 
manner of heating the hair all enter into the problem. 
Some attempt has been made in recent years to apply the 
work of Astbury and others* to permanent waving, but 
many points of scientific investigation remain to be 
cleared up on it. 

The association between general health and the sue- 
cessful outcome of permanent waving is the theme of 
many “old wives’ tales.” On the biological side, “acid 
in the blood,” pregnancy, menstruation, and “glands” 
have all been blamed for a poor job of permanent wav- 
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PERMANENT WAVING 


ing. Some of these “alibi artists” simply compose physi- 
ology as they go along. A few abortive attempts have 
been made to do some research on these matters, but be- 
cause of either comstockery or lack of organized scien- 
tific method of approach, or both, it seems to be difficult 
to enlist the co-operation of those that should be the most 
helpful. The trade literature is cluttered with free-lance 
opinions, but no authoritative report on any impartial, 
scientific clinical study seems to have been published to 
date. 

The physical condition of the hair is also important; 
that is, the state of it as a result of using tonics, dyes, 
bleaches, or other preparations. In permanent waving, 
as in hair dyeing, “the last thing that goes on the hair 
gets the blame.” Real research should be done here to 
determine what are the incompatibles with waving lo- 
tions among the miscellaneous preparations with which 
the average woman is likely to be dousing her hair. 


CONDITION OF HAIR BEFORE WAVING IMPORTANT 


For honest results, this matter of the condition of the 
hair should be given serious and intelligent consideration 
by both patrons and operators. If the hair is not fit to 
be waved, the patron should be politely so informed, and 
urged to have a few oil treatments (at least one) before 
having the wave. A campaign of education on the pat- 
ron’s responsibility here would repay both manufacturers 
and beauty operators in understanding and satisfaction 
on the part of the public. 

For these preparatory oil treatments, usually called 
“reconditioning treatments,” vegetable oils alone (olive, 
castor, tea-seed), or mixtures of vegetable and animal 
oils (lanolin, neats’ foot), serve the purpose best. A 
small percentage of mineral oil (to 10) will thin the 
mixture, facilitate shampooing, and leave a bit of gloss 
on the hair. Crude oil should not be used, nor any mix- 
ture high in mineral oil, as all such products make dry 
hair drier. Sulfonated oils should also be avoided. These 
products, as stated in an earlier article,’ strip the hair 
and scalp of natural oil and make the hair more recep- 
tive to waving lotions or whatever may follow. Pushing 
the sale of such products as “reconditioning oil treat- 
ments” is, in my opinion, a shortsighted policy on the 
part of any manufacturer who values good will and re- 
peat business. 


a b 


a: Long scales, fine hair; b: Short scales, coarse hair. 


Sketches from “Basic Science of Hair Treatments” 
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So, given hair in excellent condition, the next step is 
to wave it properly; and that involves all the apparatus 
and supplies used, but especially the skill of the opera- 
tor. The wide variety in types of apparatus represents 
an appalling waste in all the competition represented, for 
what is it, after all? Regardless of how it is decked out 
with brilliant trinkets, stop-and-go lights, roasting spits, 
tangles of wires—and, more recently, the little, self-suf- 
ficient chemical pads which presumably allow all the 
rest to be thrown overboard—the apparatus for perma- 
nent waving is only a heating device. 

The basic principle is essentially the same in all: the 
hair, wound on rods and softened by alkali, must be 
raised fairly quickly to a temperature sufficiently high 
to dry it almost completely and thus “bake” (though 
“steam” sounds kinder) it in its new shape. 


TEST CURLS SHOULD BE MADE EACH TIME 


A clever operator tries to determine the outcome of a 
wave in advance. Because of the wide variety in types of 
hair, it is impossible to formulate rules for times of 
heating according to textures. The most professional, 
and the only fool-proof way to predetermine the outcome 
is to make a series of test curls. Such a series of tests, 
made with different lotions and different timings will 
show how the hair will react under different conditions. 
Patrons should be educated to watch for and demand 
these test curls in self protection. Because of possible 
variation in the condition of the hair between successive 
waves, test curls should be made each time, not just once 
and presumably forever done. 

The manner of winding the hair is important for the 
artistic effect to be produced. The skilled operator wraps 
the strand of hair as flat as possible around the rod: 
twisting the hair in wrapping it brings out a sharp bend 
instead of a graceful curve, and thus causes weak spots 
where breakage may soon follow. 

Despite the fact that there cannot be any mystery about 
them there is still much blind confidence in the exclusive 
merits of waving lotions. In his original method, Nessler 
wrapped the hair in a paste of borax which, compared 
with modern methods, was rather brutal treatment. Borax 
(sodium tetraborate) was practically abandoned later in 
favor of plain ammonia water, sodium, potassium or am- 
monium carbonate, and the alkaline sulfites and phos- 
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Cross section of different forms of hair: a: straight hair; b, wavy 


hair; ¢: curly hair. 
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phates. I have always felt that borax did not get a square 
deal in this. It is milder than the carbonates, not smelly 
like ammonia, and if some good research were to be 
done on it in the light of our present greater knowledge, 
it could probably be restored to favor. 


ADVANTAGE OF AMMONIA OVER FIXED ALKALIS 


With the exception of its pungent odor, which is of- 
fensive to many persons, ammonia has advantages over 
the fixed alkalies (sodium and potassium). Once it does 
its work, the gas escapes, and nothing is left on the hair; 
whereas with the other compounds, a solid compound is 
left in and on the hair, which tends to make it more dry 
and brittle. (If borates or phosphates are used this resi- 
due is almost like glass). Ammonium carbonate may be 
substituted for the hydroxide, but it is considerably 
weaker and several times the quantity of the salt must be 
used, 

Trade periodicals and consultants are constantly asked 
for recipes for waving lotions, but recommendations are 
difficult because conditions vary with the type of appa- 
ratus to be used and with the type of hair. The formu- 
laries offer pages of recipes, mostly culled from other 
sources.” The following are offered as nothing brilliant: 
but if they are tested out they will probably not do any- 
body any harm: 

1) Ammonia water (0.880: 28%) 10 parts 
Borax 5 
Distilled water to make 100 
2) Ammonia water (28%) 10 parts 
Sodium sulfite 10 
Distilled water to make 1!00 
(Rather strong) 
Sodium bicarbonate 
Borax 


| 
Distilled water to make 100 
(Rather mild} 


5 parts 


Distilled water is recommended, because if the ordinary 
tap water is hard, a cloudiness may result which will 
spoil the appearance of the lotion. 

Milky lotions seem to have a favorable psychological 
effect, and some rather fantastic claims have been made 
for them. They are frequently little more than soap solu- 
tions, relatively mild, correspondingly weak, and short- 
lived in effect. The droplets of oil, occasionally seen 
floating on the surface of these milky fluids, are some- 
times alleged to add to their merits; but such droplets 
are only unsaponified (hence unusable) traces of oil. 

Any of the recipes given above could be made into a 
milky lotion by the addition of 1% of a beeswax emul- 
sion. Or the following might be used: 

Neats' foot oil 5 parts 

Potassium carbonate 5 

Water to make 100 
Any of the milky solutions may cause trouble and disap- 
pointment through the readiness with which most of them 
separate on standing. 

Many fables have been told of the alleged merits of 
“oil waves,” but hair cannot be waved with oil alone. In 
one method of waving, the hair on the rods is covered 
with pads soaked in vegetable oils before the heaters are 
applied. The actual waving agent, however, is the alka- 


line solution with which the hair is saturated previously 
as usual. 


Some attempts have been made to introduce sulfonated 
oils into permanent wave lotions, but in general they 
have not been successful. Amateurs should be careful in 
experimenting with products of this type, because of the 


10 


wide variation in the raw materials themselves. Despiti 
the recommendations in the recipe books, sulfonated oils 
cannot be so good, or they would be found more com 
monly in the commercial preparations of the leading 
Very little has been published on th 
actual effects of these compounds—not effects on the 


manufacturers. 


hair itself,’ but on the use of them in permanent waving 
lotions. Many of the statements in the literature seem 
to be without experimental or scientific basis, and imply 
incomplete understanding of the nature and function 
of these valuable compounds, 

Other organic compounds, such as certain organic 
amines, have been tried but found unsatisfactory in wav- 
ing lotions. Moreover, in some of the early tests, prepa- 
rations containing some of these compounds were found 
to cause dermatitis on the hands of certain operators. 
Glycerine is found in many recipes for waving lotions, 
but it seems to serve no beneficial purpose in this type of 
product. 

In the use of the machineless methods, the heating 
time is the same: therefore variation for types of hair 
An advantage of 
this chemical method of heating the hair is that each 
curl can be wrapped and set going as soon as it is 


must be effected by change of lotion. 


ready, thus obviating the common danger of allowing 
wound hair to remain too long in contact with the lo- 
tion before the heaters are attached. 

Permanent waving is definitely one of the branches 
of cosmetics-and-beautification in which the preparations 
and apparatus to be used cannot be dissociated from their 
application. The best operator in the world, working 
with the finest materials and a perfect machine cannot 
produce a beautiful wave in hair that is not in good 
condition; nor can perfect technique on even the best 
head of hair extend its influence into the future and keep 
that hair looking its best. Regardless of perfection 
throughout the entire process, many women will still look 
like Zulus until they can be made to realize that a per- 
manent wave is not a permanent coiffure, and that hav- 
ing the wave, instead of getting their hair off their mind 
fixes it there more firmly than ever. 

The solution of the difficulties that beset permanent 
waving lies, in my opinion, in education: (1) of oper- 
ators, so that they may have more respect for this service 
and realize that it involves more than the mere pushing- 
in-and-out of buttons; (2) of the public, so that women 
may know what to expect of a permanent wave; (3) of 
educators themselves, so that they may realize the fruit- 
ful opportunities for research in this branch of beauty 
culture and give it place and consideration in_ their 
laboratories along with the many other problems of ap- 
plied biochemistry. 


“Truth About Cosmetics,” E. G. McDonough, Drug & Cos. Ind., 
1937; “Manual of the Permanent Waver”, J. Bari-Wollss, Jr.. 
London, 1934; “Cosmetic Dermatology”, H. Goodman, McGraw- 
Hill, New York, 1936; “Basic Science of Hair Treatments,” F. E. 
Wall, Nestle-LeMur, New York, 1935. 

“Handworterbuch der Naturwissenschaften.” Jena. 

“Basic Science of Hair Treatments,” F. E. Wall, Nestle-LeMur, 
New York, 1935. 

‘“X-Ray Interpretation of Structure and Elastic Properties of 
Hair Keratin,” Astbury, Nature, Vol. 126 (1930); “Transactions 
of the Royal Society of London” (1931); “Recent Studies of 
Hair Structure Relationships,” Hausman, Scientific Monthly, 
March 1930. 

’“Shampoos & Shampooing,” American Perfumer, August 1937. 

*“Cosmetic Dermatology,’ H. Goodman, McGraw-Hill, New 
York, 1936; “Cosmetic Formulary,” H. Bennett, Chemical Pub. 
Co., New York, 1937. 
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Cologne and Crystals Combina- 


tion: An altogether realistic cham- 
pagne service is offered by this Im- 
perial Bath Cocktail from Stuart 


Products Co. Bath cologne, in a mini- 
ature bottle. is 
packed in a handsome brass pail, and 


champagne-type 


is surrounded with gardenia-scented 
bath crystals in a cellophane bag 
simulating cracked ice. Because of its 
unusual character, this package has 
undoubted sales appeal, and the re- 
use feature of the pail is of premium 
Photo courte- 
sy Owens-Illinois Glass Co. 


value to the consumer. 


Feather Weight Compact: Women 
are constantly complaining about the 
weight of their compacts, and now 
comes Kathleen Mary Quinlan with 
a new rouge and loose powder vanity 
which is as light as any one might 
wish. Made of a new zephyr-like 
metal alloy, it is feather light weight 
and yet very sturdy. After months of 
tests and harsh treatment, the com- 
pany remarkable _re- 
sistance to chipping and scratches. 
The jet black finish is exceedingly 
smart, and the brilliant studded crest 
adds a regal touch. 


claims it has 


Sun Dise: The little flannel pads 
are rapidly being adopted for many 
uses. First used for facial cleansing, 
and then for removing nail enamel. 


- 
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SUN DISC 


they are now utilized as applicators 
for suntan oil. The Sun Dise is im- 
pregnated with over a half ounce of 
oil to give protection against sun- 
burn and is convenient and easy to 
use. These Discs are in orange-color 
and come in ten orange-colored Sun- 
Discs, packed in a flat opal jar 
with black cap. Distributed by Edyth 
Thornton McLeod. New York. 


White Nail Polish: A startling new 
shade of nail polish is offered by 
Barbara Bates. White Rose is a pure 
white lacquer recommended for sun- 
tanned hands, or as a contrast for 
bizarre 
effect which it creates can hardly be 
disputed. Packaged in the usual Bar- 
bara Bates with 


sheer solid colors. and the 


container white 


molded cap. 

Polish Foundation: We are pleased 
that 
their toes in launching new items for 


to note manufacturers are on 
the nails. The latest product of this 
type is Cutex Polish Foundation, just 
introduced by Northam Warren Corp. 
This is a colorless liquid which pro- 
vides an even surface for nail polish 
and at the same time improves the 
wear of the enamel. It may also be 
applied over nail polish to create 
a silky sheen and form a film to pro- 
tect the polish from knocks and 
cracking. This Polish Foundation is 
packaged in the familiar Cutex style. 





DEPARTMENT STORE BUYERS 


by RUTH HOOPER LARISSON* 


(urisTMAS 1937 is now history Christmas 1938 is 
already alive as “plans” in every cosmetic manufacturer's 
office. But only when we have taken the temperature of 
the past holiday season, felt its pulse and looked at its 
tongue can we diagnose wisely for next Christmas. Right 
here is where the buyers, all over the country, have come 
to our assistance. They have told us plainly just what 
happened last Christmas; they say what they want for 
next Christmas, and why. These buyers, who buy from 
you, and sell to your customers, are your key to future 
holiday profits. They must plan their promotions with 
judgment, coordinating their store policies and their own 
type of customers with the available goods on the mar- 
ket from which they must make their selections. Their 
advice is precious beyond diamonds to the cosmetic 
manufacturers; so let’s take a look at it. 


Another Eau de Cologne Christmas?: The buyers’ sur- 
vey showed that by a great majority eau de colognes lead 
the sale of all perfume products. This was true in over 
66° of all answers. 55% gave extracts second place and 
toilet waters third place. 62% credited sachet with fourth 
place and 63% rated infusion in fifth place. Several re- 
ported poor sales both on very expensive and very large 
(and therefore expensive) perfume packages. Several 
found that the empty crystal bottles went poorly. That 
naturally means that only the stores selling to a high in- 
come group of consumers can afford to stock heavily on 
expensive perfumes and perfume containers. It also is 
one of the answers why the colognes and toilet waters 
were so very popular. Several cosmetic manufacturers 
would do well to offer more of the modestly priced eau 
de colognes and toilet waters in their popular extract 


odors. 


Packaging Colognes: Attractive packages are of course 
essential. But not of the too-elaborate variety. They need 
not even be replicas of the extract packages. Many com- 
panies have found this out to their joy. There is also a good 
market for colognes and toilet waters which are originals 
in themselves—not related to extracts. Cream lines, and 
makeup lines found it profitable to put in such items for 
the holidays and will find, again, that if they are well 


* Campbell Ewald Company, Inc., New York City. 
ov 


planned and the products good, they will enjoy a healthy 


sale. 


Treatment Lines: 48‘¢ recorded good business on treat- 
ment line combinations. Only 19° recorded their sales 
as poor. The rest rated them as indifferent, or didn't 
stock treatment lines in combination packages or gave 
no answer to this question. However, comments by the 
buyers brought out the fact that the moderate price sets 
sold best and were all from well known lines. 


Other Combination Packages: After treatment sets such 
as cream, lotion and foundation, etc., the following com- 
bination packages were listed most often by buyers as 
being the most popular in their stores: Bath combina- 
tions, makeup sets, colognes and bath powders, manicure 
sets. (These are not in the order of their popularity but 
they all ran pretty close in the survey). As a matter of 
fact 80% of the buyers said manicure sets were very 
popular. The majority found that they sold best in a 
price range from $1 to $5 although a small group of 
buyers set the low price at 50c and some other buyers 
recorded up to $10 as a popular price. This offers a 
wide field for manicure sets so that each company can 
plan one to be harmonious with their own line’s pricing 
and if done well, it should find a ready market in the 
stores where the line goes well the rest of the year. Buy- 
ers further stated that there is a definite decline in the 
popularity of the darker shades of nail enamel. 


Medium Prices Are Best: When buyers were asked if 
the well known lines were burdened with gift merchan- 
dise priced too high, 66% answered “YES.” Cosmetic 
manufacturers take heed! Of course we all realize that 
last Christmas did not come up to every one’s expecta- 
tions, but if we get over enthusiastic over this coming 
Christmas the same situation may dog our steps again. 


Cosmetics and Related Items: The majority of buyers 
carried cosmetics packed together with some other re- 
lated accessories or items and about half of them re- 
ported the sales were good while the other half called 
them “indifferent.” Only 7% reported sales as poor. This 


STOCK BOTTLES FOR PERFUME AND COLOGNE 





POINT THE WAY TO PROFITS 


style of grouping they are not so anxious to encourage 
for next year and it is very likely that the selections are 
largely to blame for this. The tail mustn’t be expected 
to wag the dog! If you are contemplating grouping cos- 
metics with some other accessory or item, be sure by first 
discussing it with at least a few buyers, that it is a com- 
bination they want. 


Compacts—Pro and Con: Compacts were recorded as 
being high in their popularity rating. 52% found that 
cosmetic manufacturer's compacts outsold those of the 
compact manufacturers, however, many criticisms were 
made of them. Those most frequently made were as fol- 
lows: 

‘Too high in price” (this was said by a great many 

buyers. ) 

“Not enough trend towards novelty.” 

‘Too many cake powders offered.” 

“Rouge refills present too much of a problem.” 

“Lack of attractive styling of cases.” 

“Poorly styled and trade-marks too obvious.” 


Christmas Isn’t the Only Holiday: 52% said _ they 
would like gift merchandise prepared for other holidays 
besides Christmas. Easter was given by the majority as 
their second largest cosmetic season. After that, in order 
of their importances they listed: Mother’s Day, Valentine 
Day, June Graduation and Birthdays and last on the list 
Thanksgiving. 


The After-Christmas Check Up: The majority found 
that their Christmas merchandise looked less shop worn 
when the season was over and it was ready to go back 
into stock than in former years. This means that cos- 
metic manufacturers are taking their holiday packaging 
more seriously and turning out jobs that are more prac- 
tical from the buyers’ point of view. The criticims made 
were as follows: 

“Not having been wrapped in cellophane.” 

“Not packed properly—cellophane is poor packag- 

ing for high, dry climates.” 
“Light color wrapping is impractical.” 


UNUSUAL STOCK BOTTLES 


“Light weight cellophane used was too light to stand 
up.” 

“Poorly packed when shipped from factory.” 

“Transparent wrapping is better so that customers 
can handle package, see it well, but not disturb 
the outer protection.” 


Climb On the Bridge Prize Band Wagon: 51‘@ of the 
buyers said they featured bridge prize merchandise in 
cosmetics throughout the year. 50c and $1.00 were the 
two most popular prices recorded, and no buyer men- 
tioned a price over $2.00. Remember this when you are 
planning bridge prizes. 45% said they would like more 
special merchandise packaged as bridge prizes. 36% said 
“no” and 19% didn’t answer. If this interests you, try 
gift-wrapping suitable items within the given price range 
and take a look at the appropriate paper wraps de- 
scribed in last month’s Perfumer. This type of business 
is really new business, not taking from other items and 
worth somebody’s while to go after. 


Some New and Interesting Christmas Bottles: Bottles 
as usual are of vital importance in preparing Christmas 
lines. The illustration below shows some beautiful and 
not-too-small perfume bottles. In fact some of them are 
quite large. The perfume bottle on the opposite page 
(shown with the cologne bottle) is a very swank varia- 
tion of the elaborate dressing table bottles which belong 
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PRACTICAL BOTTLES FOR TOILET WATER 


in the higher bracket price group. Women adore these 
for decorating their dressing table and if you want to be 
particularly kind, include a bulk packed amount of a 
good perfume to be decanted into it when it reaches its 
destination. 

The photograph above shows two practical bottles 
for cologne or toilet water in the more popular price 
field. The business-like square bottle which comes 
in many sizes by the way, is grand for traveling cases, 
too. And don’t forget the lovely large bottles we illus- 
trated last October and whose immediate popularity we 
predicted—and rightly so. We're just as enthusiastic 
over them as ever . would you like to see samples of 
some or all of these bottles? Just ask us and we'll tell 
you about them. 


More Plastic and a New Moulder: The black plastic 
box illustrated on page 43 is not (we regret to say) avail- 
able for use as it is the private mould of another and not 
competing manufacturer. It is so very handsome we felt 
cosmetic manufacturers should see it. The picture does 
not do it justice but you'll probably see it for some time 
on stationery counters. The classic fluting along the sides, 
the handsome design in the center circle and the comple- 
menting fluted panels along each side of the cover all 
make it a package worthy of the finest of products. Why 
can't we have something just as lovely for our combina- 
tion cosmetic packages this year? The moulder of this box 


is in an excellent position to do as well by other box users. 
Would you like to have him get in touch with you? We'll 
be glad to pass the word along if you'll just let us know. 


Ideas for Christmas Wraps: One paper manufacturer 
has been kind enough to gift-wrap some typical size and 
shape boxes, giving the cosmetic manufacturer some good 
basic ideas about wrapping. See illustration below. 
Samples of these wraps can be procured by writing the 
Perfumer. The papers are all very gay and brilliant and 
would be most appropriate for cosmetic packages. The 
customer only needs to add a Christmas tag and if you're 
thoughtful you'll attach one and then she will only have 
to fill it in! 


Transparent Plastic: In the same illustration is a fas 
cinating transparent plastic box which I wish were on 
the market as a stock number. However, the mould is 
the property of the compound manufacturer and has 
merely been used to demonstrate the plastic he makes. 
Would you like to know more about this glass-like ma- 
terial? Write us and we'll tell you ALL! 


More Interesting Boxes: The two wooden boxes in the 
same illustration are ideal for manicure cases or other 
small assortments. These are available in the numbers 
shown and also in many other variations. 

The large wooden box on page 42 has not been 
offered or shown (to our knowledge) before as it is only 
just being made available at this time. The grain of the 
all make it a package suit- 
able for one of the exceptionally good cosmetic lines. 


wood, color decorations, etc.. 


How about using it for a complete set of guest makeup 
in all shades for the powder room?—for a complete 
cream and makeup line—soap chest—or anything else 


lovely enough to go in it! 


And don’t forget that the buyers want 


no more than 25% special Christmas 
merchandise—for the rest select stan- 
dard stock numbers and gift wrap 


them. 


PACKAGES WRAPPED WITH CHRISTMAS PAPERS; MOLDED AND WOODEN BOXES SUITABLE FOR GIFT PACKAGES 
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by MAISON G. DE NAVARRE 


AMERICAN SPECIALTIES After 
reading A. T. Frascati’s article and 
opinion on the superiority of foreign 
perfume specialties to American 
products, I am forced to clarify my 
own original query, which unfor- 
tunately and unintentionally gave op- 
portunity for a dual meaning. Noth- 
ing could be further from my mind 
and the truth, than to imply that 
there were no good American per- 
fume bases. Quite the contrary; for 
there are more than a few outstand- 
ing domestic specialties whose excel- 
lence is recognized by any perfumer, 
here or abroad. The number and 
quality of these are increasing annual- 
ly. Of course many of these develop- 
ments are new, and perforce they are 
not as well known as their foreign 
rivals. For this reason—and this rea- 
son only—my question was intended 
to stir the American manufacturer of 
bases to 


perfume specialties and 


greater aggressiveness. No one can 
deny the excellence of the foreign 
product, nor can they refute the scien- 
tific value of data gleaned and pub- 
lished by our very capable European 
At the same time, it is 
erroneous to believe that the art of 
perfumery resides solely across the 
Atlantic. 
prove that we too can both synthesize 
aromatic chemicals and put them to- 


competitors. 


Recent developments here 


gether to give bases, yea and finished 
perfumes too, of the highest quality. 
(All this has nothing to do with the 
source of basic materials, for they are 
grown, cultivated, 
tilled, extracted or synthesized as the 


harvested, dis- 


case may be, in every corner of the 
globe. In this sense, no perfume is 
truly European or American. ) 


@ OW SOLUBLE SULFUR We 
have just tried out an oil soluble sul- 
fur selling in the trade as a 20% so- 
lution. The material is useful in al- 
coholic lotions, but you’d better test 
out your product well, before putting 
it on the market. Organic sulfides are 
liable to form, and these have bad 
odors. Otherwise, the new form of 
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sulfur is applicable to hair oils, scalp 
treatments, and skin preparations in 
general. 


@ CIRCULATION CREAMS It has 
been a question in my mind for a 
long time, whether the use of circula- 
tion creams was not potentially dan- 
gerous to the skin and other organs 
of the body. Some of the circulation 
creams on the market are such as to 
cause serious harm to either skin or 
eyes. One vitamin cream I know 
of contained capsicum (the burning 
principle of red peppers). Imagine 
Other 
creams contain balsam peru, benzal- 


getting this into your eyes. 


dehyde, cinnamon and a variety of 
irritants. In every case, the circula- 
tion is increased because of some lo- 
cal irritation. If this local irritation 
is continued at short intervals it may 
become potentially dangerous. In 
addition, the ingredients commonly 
used as circulation stimulants. are 
all well known allergens, and _per- 
force have no business in cosmetic 


creams, 


@ NEW AMINES Several new 
amines have made their debut in the 
last few weeks. Most of them are 
non-volatile and form soaps with fat- 
ty acids quite readily. Some of the 
products are derivatives of quater- 
compounds. All 
are of interest as emulsifiers. 


nary ammonium 


@ ACID vs ALKALINE CREAMS 
The arguments can go on for ages. 
Certainly the outside surface of the 
average skin is acid. Everyone knows 
it is due to the secretions. The ques- 
tion is: “Is the acidic secretion given 
off as a protection to the skin, or the 
forced secretion of a biologic proc- 
ess’? If it is intended as a protec- 
tion to the skin, its removal might 
be undesirable. If it is just another 
secretion, what difference if it is neu- 
tralized? Additional secretion will 
be given off in due time anyway. But 
if the secretion is given off to main- 
tain a certain acidity as is the gas- 
tric juice of the stomach, neutraliza- 
tion of this acidity will force further 
secretion, just as it does in the stom- 








ach, and would therefore be unde- 
sirable. 


information indi- 
cates that the acidity of the skin. is 
primarily on the surface, and is due 
to waste secretions which are in no 
way harmed if neutralized by alka- 
line creams. 


Present 


@ WAX ENAMEL BASE Devel- 
oping novel manicure specialties such 
as the protective wax preparations 
now in vogue, is no easy task. Count- 
less experiments were probably made 
before a desirable product was 
found. So, if you want such a prepa- 
ration, start with a regular nail 
enamel, and dissolve in it one of the 
\ sec- 


ond suggestion is the use of volatile 


natural or synthetic waxes. 


solvents with special waxes until the 
desired effect is produced. In either 


case, there is no easy out. 


@ WOOL FAT STEROLS Vohks 
gives a critical review of wool fat 
composition, and reports that the 
only sterols found in wool fat are 
cholesterol, di-hydrocholesterol and 
possibly traces of ergosterol. Other 
isolates from wool fat are either not 
sterols or not pure chemical com- 
pounds. (Question: how about oxy- 
cholesterol? ) 


@ DEQDERANT CREAM Old fash- 
ioned deodorant creams led the way 
for the more modern greaseless prep- 
They are easily made ac- 
cording to the following formula: 
Zinc sulpho carbolate 27, zine stea- 
rate 5%, antioxidant 0.1, in a base 
of cold cream of heavy consistency. 
If preferred, the product can be mod- 
ernized by using one of the odorless 
instead of 
cream. Basic formulas would be use- 
ful, but since these already appear in 
the Absorption Bases Bulletin, you 
can utilize one of those mentioned. 
The Absorption Base Bulletin is free 
to subscribers for the asking. Other 
Bulletins also available are No. 2, 
Wetting Agents; No. 3, Antiseptics, 
Germicides and Preservatives; No. 5, 
Suntan Preparations; and No. 6, 
Anti-Oxidants. 


arations. 


absorption bases cold 


i .. HARRIET HUBBARD AYER: A new 
line of floral bath items, consisting of Bath- 
sheen, (water softener), Floral Cologne, Tal- 
cum Sachet and Bath Powder has just been 
introduced. These products are offered in 
four odors and the color scheme of the pack- 
ages is white and gold. A set of two cakes 
of bath soap, scented with a floral odor, is 
also packaged in the same design, combined 
with dusty pink, Wedgewood blue, lettuce 


green or y ellow ° 


2 .. HUDNUT: Three make-up kits suitable 
for travelers on overnight, weekend or vaca- 
tion trips, are offered by this company in smart 
luggage bags of blue washable airplane cloth. 
The kits are filled with DuBarry beauty prepa- 
rations in convenient sizes, compactly ar- 
ranged, and the sturdiness of the bags is in- 
surance against breakage or spillage. 


3.. PINAUD: Continuing its policy to intro- 
duce luxury items in the American market, 
this company is now offering its eau de cologne 
in four sizes, similarly packaged. The attrac- 
tive shaker-top bottles have fluted sides, which 
permit a firm hand grip, and are capped with 
smart plastic screw closures. There are two 
odors in the series, Red Seal and White Seal, 
the former having red caps and labels, and 
the latter white caps and labels. 


4 ..PARFUMS WEIL: Here is a charming 
little treasure chest of eau de toilet in the 
four popular Weil fragrances, Noir, Bamboo, 
Zibeline and Cassandra. The _half-ounce 
bottles have smart crystal stoppers and attrac- 
tive gold foil labels imprinted in red. The 
cream-colored “chest” has a drop front and 
hinged cover, and is lined in brilliant red. 


5..LELONG: The delightful Mon Image 


fragrance is now available in a cologne, pack- 


aged in an attractive bottle of speckled glass. 
The neck of the container is entirely covered 
with the silver label which is imprinted in 
black, and the silver box also has a silver 


and black label. 


6 .. BOURJOIS: Evening in Paris Bubbling 
Essence is a new preparation which forms 
bubbles in the bath and softens the water. It 
is scented with a pleasing floral bouquet fra- 
grance, and comes in a flask-like deep blue 
glass container with silver metal cap. The 
silver foil label is printed in blue and deco- 
rated with multi-colored dots to simulate iri- 
descent bubbles. 


7 .. BARBARA GOULD: The _hexegonal 
design is carefully carried out in the bottles, 
caps, and box for No. 30 perfume, and the 
red and gold color scheme adds distinction 
to the containers. The attractive caps are of 
red plastic and the gold foil labels are printed 
in red. The box is white with gold edging 
and red lettering. Photo courtesy Armstrong 
Cork Products Co. 


8 .. LESQUENDIEU: Tussy Dusting Pow- 





LEE 


der is now available in a large oval-shaped 
peach-colored can, The name “Tussy” is lith- 
ographed in white over the entire package. 
with “Tussy Dusting Powder” surprinted in 
black. The top of the can is perforated and 
has a tight-fitting cover to prevent spillage. 


9 . . MAY CO.: A new line of tooth pastes 
and shaving creams has just been introduced 
in which all the packages carry a definite 
family resemblance maintained by the trade 
mark. The different types of tooth pastes 
and shaving creams are readily identified by 
variations in attractive color combinations. 
Packages designed by Arthur A. Allen. Tubes 
and cartons by New England Collapsible 
Tube Co. 


10 .. YARDLEY: Bond Street lipstick is 
now packaged with a refill in an attractive 
cellophane box, and is available in five popu- 
lar shades scented with Bond Street perfume. 
The refill is equipped with a convenient in- 
sert cap, and may be purchased separately. 
The lipstick case is gold with white enameled 
plume design. 


fl. . REVLON: Solvent for thinning nail en- 
amel and polish remover pads are now avail- 


able for retail distribution. In order to pro- 


tect the consumer from using too much of the 
Solvent, a dropper is included in the package 
so that it will be a simple matter to add just 
the proper amount. The pads offer many ad- 
vantages over the liquid remover, as there is 
no waste, no spilling, and are easy to use. 
They are particularly convenient for traveling 
as one pad will remove the enamel from the 
nails of both hands. About 40 pads are packed 
in an opal jar with gray molded screw cap. 


12 .. CHARLES OF THE RITZ: Cooling 
Masque is a particularly timely item recom- 
mended for a refreshing Summer facial. It 
comes in a black jar with black metal cap, 
and silver label printed in black. A black and 
white label on the bottom of the jar gives di- 
rections for its use. 


13... JULIETTE MARGLEN: Two new 
items have recently been introduced by this 
company. Creme-O-Wax, a cream for the care 
of the cuticles, comes in a white opal jar with 
a white metal cap and direction label on the 
base of the jar. Nail-O-Wax, a foundation for 
the nails to prevent splitting and breaking, is 
offered in a clear, colorless liquid, and is par- 
ticularly recommended for both men and chil- 
dren. Nail-O-Wax remover is also available 
now in a large bottle for economical home use. 


14... QUALITY LABS.: The Ricco hair 
preparations were originally developed for the 
canvassing trade, but have become so popular 
that they are now being distributed through 
druggists and beauty shops. They are pack- 
aged in stock opal jars with attractive white 
labels and double shell caps. Jars by Hazel- 
Atlas Glass Co. and caps by Metal Closure 
Division of Hazel-Atlas Glass Co. 
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‘Hungarian Essential Oils: Dill 


AANETHUM graveolens L. is an um- 
belliferous common garden plant 
which grows in small patches in prac- 
tically every kitchen garden of Hun- 
gary, and, in some localities, also oc- 
curs in the wild state. It is propa- 
gated from the fallen seed. 

Dill herb or dill weed, as it is also 
called, is greatly appreciated and 
much employed in Hungary for fla- 
voring fresh vegetables, especially 
While the seed is little 


used in Hungary, large quantities are 


cucumbers. 


grown there yearly and exported all 
over Europe. The essential oils of 
both seed and herb have been pro- 
duced in Hungary for the past few 
The plantations of dill serv- 


ing for the distillation of oil cover 


years. 


at present an area of about 70 hec- 
tares. 

Dill prefers a deep soil and can be 
cultivated where clover and alfalfa 
grow wild. The plant is not selective 
and therefore fits well into the rota- 
The soil should 
be deeply plowed during fall, extir- 
pated and harrowed in spring. Be- 
cause of the small size of the seed, 
the soil must be smooth and free of 
Care should be taken not to 
fertilize directly beneath dill because 
this would favor uneven ripening and 


tion of green crops. 


clods. 


development of weeds. Sowing takes 


DILL. FIELDS IN DOMSOD 


place during the second half of 
March or the first half of April when 
the soil is still sufficiently damp to 
assure germination. The seed is sown 
in rows usually 30 cm. apart but if 
the soil is free of weeds the rows may 
be only 11 to 13 cm. apart. When 
planting for seed production the rows 
are usually kept 35 to 40 cm. apart. 
The seed needs but a thin covering 
One Hungarian “Kataster 
Joch” (1.422 acres) requires 8 to 10 
kilos of seed. The planting must be 
hoed twice, care being taken to elim- 


of soil. 


inate all weeds. The period of har- 
vest varies and depends upon the 


weather. 


rian “Kataster Joch” (1.422 acres) 
produces about 300 to 700 kilos of 
dill seed. 

Before distillation the seed must 
be crushed between heavy cylinders. 
Hungarian dill seed yields about 2.38 
to 3.50% of oil. 


PHYSICAL AND 
CHEMICAL PROPERTIES 


The physical and chemical proper- 
ties of Hungarian dill seed oils usu- 
ally correspond with those given by 
Gildemeister and Hoffmann“ for dill 
See Table I. 
These figures need to be somewhat 


seed oils in general. 


HARVESTING DILLWEED IN DOMSOD 


Oil of Dill Seed 
THe seed usually ripens from the 


end of July to the beginning of Aug- 
ust. The plants must be harvested 
when the seeds have lost their green 
color. The 
scythes. 


cutting is done with 
For further ripening, the 
plants are stacked up in shocks, four 
to six sheaves to each pile. The mate- 
rial is then threshed out in regular 
threshers such as are used for rape- 
seed. Subsequently the threshed seed 
is dried in barns in order to prevent 
the formation of mold. One Hunga- 


modified. Some lots of oil have a 
carvone content exceeding 60%. 
Their specific gravity is then cor- 
respondingly higher, around 0.926; 
their optical rotation is correspond- 
ingly lower, around +-67°. 

A very exceptional lot of Hunga- 
rian dill seed oil, which, however, 
showed a characteristic and fine odor, 
was analyzed in our laboratories. Its 
constants are given in Table II. 

The quite unusual properties of 
this lot suggest the conclusion that 
the oil was distilled partly, if not 
entirely, from chaff. 
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Dr. Ernest Guenther, Chief Research Chemist of Fritzsche 


Brothers, Inc., New York, Explains the Cultivation, and 
Properties of Oil of Dill Seed and Oil of Dill Herb. Use 


of Oil of Dill Weed Increasing in the United States 





DISTILLATION WORKS IN ZALAAPATI 


CHEMICAL CONSTITUTION OF 
OIL OF DILL SEED 


Carvone The main constituent, usu- 
ally amounting to from 40 to 60% 
of the oil, was recognized quite 
early by J. H. Gladstone** and A. 
Beyer.*® 

d-Limonene was found by O. Wal- 
lach®® as the principal terpene. It 
is present in the fraction 175-180 
and was identified as tetrabromide, 
m.p. 104-105°. 

Phellandrene A positive reaction 
with sodium nitrite and glacial 
acetic acid was obtained in an Eng- 
lish oil, also in Spanish oils, i.e., 
in those dill oils which are dis- 
tilled from the unripe umbels. Ger- 
man oils distilled exclusively from 
seed give positive phellandrene re- 
action only if the very first frac- 
tions are tested.*'. 

Paraffins occur in the fractions boil- 
ing above carvone. Crystallized 
from petrol ether, they melt at 64°. 
Dillapiol (b.p. 285°) which oc- 

curs in Indian seed oil (Anethum So- 

wa D.C.) has not been found in Ger- 
man oils distilled exclusively from 
seed.°? 

Because of its high content of car- 
vone, oil of dill seed in odor and fla- 
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vor resembles oil of caraway by 
which it may be replaced in many 
cases. It lacks the typical dill herb 
or weed character for which the plant 
is so much appreciated and so wide- 
ly used in the pickling industry. Con- 
sequently there existed quite a de- 
mand for the creation of an oil of 
dill which possessed the characteris- 
tic flavor of the fresh herb or weed 
and not the caraway note of the seed 
oil. Such a type of dill oil seems to 
have been first developed in England 
quite some years ago, on a more or 
less experimental basis. Large scale 
production, however, commenced 
only after the important American 
dill pickle industry showed interest 
in this oil and, on account of its mer- 
its, adopted it, thereby greatly reduc- 
ing the application of the herb. Quan- 
tities of dill oil are now being pro- 
duced in this country while Hunga- 
rian production, though still limited, 
is increasing. 


Oil of Dill Herb or Weed 
FOR the production of dill herb or 


weed oil, the plant is harvested im- 
mediately after the blooming period, 
when the seed has just started to 
ripen but has not yet fully developed. 
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TABLE I 
Specific Gravity at 
15° C: 0.895 to 0.915, usu- 
ally above 0.900; 
exceptionally up to 
0.917 
Optical Rotation: 170° to +82 
Refractive Index at 
20° C: 1.484 to 1.491 


Carvone Content 
(bisulfite method): 40 to 55%, seldom 
60%. 


Solubility: Soluble in 4 to 9 vol- 
umes of 80% alco- 
hol; exceptionally in 
1.5 to 2 volumes. 

TABLE Il 

Specific Gravity at 

15° C: 0.940 
Optical Rotation: +-58° 30’ 
Refractive Index at 

20° C: 1.4919 
Carvone Content: 68% 


Solubility: Soluble in 4 volumes 


of 70% alcohol. 





This period is very short and lasts 
not longer than two weeks; it usu- 
ally falls sometime between June 
20th and the end of July. In order 
to obtain a good and typical herb oil, 
distillation must be speeded up and a 
great amount of plant material dis- 
tilled within a short period of time. 
If the plants grow too high they have 
to be cut off correspondingly higher 
above the ground so as to avoid use- 
less stalk material which contains no 
oil and would only fill up the stills 
with inert matter. The herb should 
be distilled as fresh as possible, oth- 
erwise the seeds attached to the 
stacked up plant material continue to 
ripen and the oil thus obtained ap- 
proaches the undesired seed oil char- 
acter. One Hungarian “Kataster 
Joch” (1.422 acres) produces about 
1000 to 2000 kilos of green dill herb. 

Distillation is carried out in stills 
of 2000 to 3000 liter capacity and 
with direct steam of 5 to 7 atm. pres- 
sure. Complete distillation of one 
charge requires from three to four 
hours. The yield of oil varies be- 
tween 0.29 to 1.5° depending entire- 
ly upon the condition of the plant 
material, its maturity, height and the 
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All these figures were given to the 
writer by Dr. Jules de Bittera, Buda- 
pest, in a private communication. 


TABLE Ill 


Refractive 
Gravity Optical Index 
at 18° C. Rotation at 20° C. 
0.897 88° 10’ 1.4829 
0.908 +81° 10’ 1.4855 42%, 
0.898 +90° 12’ 1.4832 42.5%, 
0.878 101° 4’ 1.4800 25.6%, 


Specific 
Carvone Solubility 
Content 
a CHEMICAL CONSTITUTION OF 


OIL OF DILL HERB: 


clearly soluble 
in 80% alcohol; 


‘ sometimes with 


Sometimes 


0.903 65° 5’ 
0.900 +-82° 30’ 


state of dryness. The drier and ripe 
the herb, the more time required for 
distillation. However. the yield of 
oil increases with the state of dryness 
but only up to a certain point because 
dry herb material containing an 
abundance of fully ripened seed is 
very difficult to distill. In fact, dis- 
tillation may not be at all complete 
because the uncrushed seed yields its 
oil only partially and that very re- 
luctantly. Distillation of such herb 
material is a long drawn out proc- 
ess lasting sometimes from eight to 


nine hours. 


PROPERTIES OF OIL OF DILI 
WEED OR HERB: 

Several lots of genuine Hungarian 
dill weed oil analyzed in our labo- 
ratories during the last two years, 
showed the properties in Table III. 

It appears that a lower content of 
carvone correlates with a lower spe- 
cific gravity and a higher optical 
rotation. 

For sake of comparison we give in 
Table IV the limits of the constants 
of American dill weed or herb oil as 
established in our laboratories. These 
figures refer to genuine lots received 


during the last few years. 


TABLE IV 

Specific Gravity at 
18° C: 0.876 to 0.908 

Optical Rotation: +-90° 12’ to +108 

50’ 

Refractive Index at 
20° C: 

Carvone Content: 


Solubility: 


1.4771 to 1.4830 

8 to 27.1% 

Mostly hazy, if not 
turbid, in 10 vol- 
umes of 80% alco- 
hol. 

Dill herb or dill weed oil contains 
two main constituents, i.e., phellan- 
drene and carvone. The riper and 
drier the herb material used for dis- 
tillation, the higher is the conten, of 
Aside from phellandrene, 


this type of oil also contains d-limon- 


carvone. 


ene. Such an oil, on the basis of 
odor and constants, closely resembles 
seed oil. The typical odor and flavor 
of herb oil is due mainly to its con- 
tent of d-phellandrene; the higher 
the content of phellandrene, the more 
the oil resembles the fresh herb. The 
weed character predominates as long 
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1.4849 
1.4841 


39% haziness or 
37%, cloudiness. 


as the oil contains less than 35% 
carvone; in fact, oils of only 20; 
and less carvone content have the fin- 
est and most pronounced Ww eed or 
herb character. 
vone have a lower content of phell- 


Oils with more car- 


andrene, usually in favor of more li- 
monene. Such oils resemble more the 
seed oil type than the herb or weed 
*“Kataster Joch” 
(1.422 acres) produces about 8 to 18 
kilos of dill weed or herb oil. 

illustrate the 
changes in the composition of dill 


oils. One Hungarian 


\ few data may 


herb oils as caused by the state of 
ripeness of the herb material: 

1.) An oil distilled from partly 
still-flowering herb material con- 
Optical Rota- 
The odor showed a fine 


tained 13% carvone. 
tion +106 
dill herb or weed character. 

2.) An oil distilled from similar, 
i.e., partly still-blooming herb mate- 
rial, contained 15.6 carvone. Op- 
tical Rotation +100.5°. It had a fine 
dill herb character. 

3.) An oil distilled from herb ma- 
terial cut right after the flowering pe- 
riod contained 21.8% carvone. The 
odor was similar to the first two oils. 

1.) An oil distilled from green 
herb material which had been cut at 
the proper moment of ripeness but 
had been partly dried before distil- 
lation showed a specific gravity at 
15° C. of 0.8929, a carvone content 
of 34.6 and an optical rotation of 
+74 

5.) An oil distilled from half-ripe 
and half-dried herb material had a 
carvone content of 45.8%. 

6.) An oil distilled from plant 
material which had been cut when 
half-ripe but had been completely 
dried after the cutting, showed a car- 
vone content of 52% and an optical 
rotation of +-67.75 

7.) An oil distilled from similar 
plant material had a carvone content 
of 58% and a specific gravity at 15 
C. of 0.920. 
phellandrene reaction. The oil was 
soluble in 0.9 parts of 80% alcohol. 

) An oil distilled from dill seed 


It produced a strong 


» 

. 
and chaff had a carvone content of 
64. 4 Lf. 


dzPhellandrene as main constituen! 
of the herb oil’. ap + 88 
22’: d,.o 0.8494; m.p. of nitrite 
109-113 

Terpinene identified as nitrite, m.p. 
155-156°. dihydrochloride, m.p. 
591-52°; terpinene-terpin, m.p. 136- 
a7" 

Limonene or Dipentene M.p. of cis- 
terpin hydrate 116-117 

Carvone M.p. of semicarbazone 161- 
162°. Present in smaller quanti- 
ties than in dill seed oil*". 

Dillapiol Conversion into dillisoap- 

14-45° ) 


acid, (m.p. 150-151°°*). 


iol (m.p. also dillapiol 


lsomyristicine Originally mistaken 
for dillisoapiol,”* this compound of 
m.p. 44° finally proved to be iso- 
myristicine C,,H,.O., which also oc- 
curs in oil of mace; confirmation 
Oxida- 


tion with ozone and reducive de- 


by mixed melting point*’. 


composition of the ozonides easily 


produced myristicine aldehyde. 
m.p. 13] 
Vyristicine The same investigators 
identified in the fraction 126° /4 
20 


1.1442; n 
D 


myristicine C,,H,.0O.. 


mm. (dé... 


1.5407) 
Combustion analysis and m.p. of 
dibromomyristicine dibromide 
130 

In the high boiling fractions, a blu- 
ish compound and waxes, neither 
yet identified, were noticed."' 


\ few years ago very small quan- 
tities of dill herb oil were produced 
in Spain, too. The entire plant con- 
taining the green, still unripe seed 
was used. Such oils examined by the 


writer produced a_ strong phellan- 
drene reaction and contained only a 
few percent of carvone. Their odor 
and flavor, however, were rather in- 
ferior and not very characteristic of 
the fresh, cultivated plant. Those oils 
could not be com par ed with the 
American and Hungarian oils. (See 
also in this connection Gildemeistet 
& Hoffmann, “Die Atherischen Ole,” 
Third Edition, Volume III.) For 
the sake of completing the record, we 
mention from our own surveys abroad 
that in Spain only the wild growing 


plants collected (Cont'd on p. 72) 
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NEW PRODUCTS and PROCESSES 


pH Determination Set 

generally 
made up to conform to the different 
degrees of acidity of the skin, sim- 


As cosmetics are now 


a ener 
giles 9 et 


Litmotone Test Set 


ple, accurate and quick means of 
determining the pH are of especial 
interest. 

The Litmotone test sets offered by 
the Brastad Laboratory, 105 E. Cen- 
ter St., Anaheim, Cal., are designed 
to afford an easy, simple and depend- 
able means for determining the pH 
and are claimed to give the same ac- 
curacy of findings as electrometric 
determination. 

For the cosmetic industry the Lit- 
motone with color spectrum for pH 
reading complete, pH 4 to 8 is espe- 
cially recommended. The set is il- 
lustrated in the accompanying photo- 
graph and is made to be sold at a 
very moderate price. A drop of the 
solution is applied and the pH is 
then read by comparison of the color 


with the glass enclosed gauge. 


Small Glass Lined Tanks 


Glass lined tanks for 6, 12 and 18 
gallon capacities made of welded 18- 
gauge steel, glass-lined inside and 
porcelain-enameled outside are of- 
fered by the Metal Glass Products 
Co., Belding, Mich. The tanks, it is 
stated, are built on a quantity basis 
and for that reason attractive prices 
are possible. They are supplied with 
or without covers and cannot be had 
with outlets or other fittings except 
at regular tank prices. 

The company also offers a line of 
storage equipment of glass enameled 
stainless steel, monel metal, 
nickel and aluminum, and also sup- 
plies cream mixers, rectifying tanks, 


steel, 


o2 


jacketted tanks and a variety of mix- 
ing tanks for the perfumery, toilet 
preparations, flavoring and allied in- 
dustries. 


New de Laire Specialties 

Six new specialties produced by 
Fabriques de Laire, Issy, France are 
announced by the Dodge & Olcott 
Co., 180 Varick St., New York City. 
The specialties are: Cuer L, a leather 
note; Habana P-7, reproducing the 
odor of Havana tobacco; Normandia. 
Marla B, Lilas 84 and Fanfare, each 
of which is stated to have a distinc- 
tive note. 


pH Papers 
A practical method for the deter- 
mination of pH value in acid and 
alkaline solutions is afforded by pH 
papers, accord- 
ing to Paul 
Frank, 456 
Fourth Ave., 
New York City, 
who points out 
that results can 
be obtained in 
a few seconds, 


thus saving 
Set of Papers time as there is 
no necessity for 
taking samples. The test may thus 
be made right at the container. Tur- 
bidity or slight coloring, it is point- 
ed out, do not affect the result. It 
is further stated that the papers do 
not deteriorate with age. 
pH papers are strips of a special 
impregnated with a_ highly 
sensitized 


paper 
indicator and a number 
of control bars (colors) each being 
of a different color and representing 
a definite pH value. 
dipped into the solution for one or 
more seconds, the length of time de- 
pending on the salt content of the 
The indicator then changes 
color and by comparing the color of 
the indicator with the colors of the 
control bars the pH value may be 


The strips are 


solution. 


read. The papers are supplied in 


convenient packets as illustrated. 


Synthetic Witch Hazel 


A witch hazel perfume oil which 
may be used in creams, lotions, shav- 
ing soaps, etc., is announced by Gi- 
vaudan-Delawanna, Inc., New York, 


N. Y. The perfume oil is offered in 
two strengths or odor value of 100 to 
200 times that of witch hazel extract. 
According to a statement of the com- 
pany its laboratories have tested the 
new oils over a period of eight 
months in soap, in creams of vari- 
ous descriptions and in lotions and 
have found the products to be stable. 
They are also stated to be non-toxic, 
do not irritate or discolor and may 
be used with economy. 


Cleansing Pad Containers 

To meet the need for all types of 
cleansing pad containers the Hazel 
Atlas Glass Co., Wheeling, W. Va. 
has created a complete line ranging 
from the purse size to the large refill 
jar. 

According to the company s de- 
scription the purse size holds 15 
pads; and it is light in weight, thin 
and simple in design. It is made of 
pure white opal glass so as to be 
inert to all 
closure may be screwed on tightly to 


contents. The metal 
provide an air tight seal. Five sizes 
of refill jars in opal and crystal glass 
are offered complete with double 
shell caps in color. In addition nu- 
merous other sizes are offered for 
packing various quantities of pads. 


Vials for Deodorizer 

Tiny vials made by the Kimble 
Glass Co, Vineland, N. J., have been 
adopted by the Sure Laboratories. 
Chicago, for packaging “Sure”, 
breath deodorizer and purifier. These 


dba 


u 
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Breath Deodorizer 


vials are advantageously utilized for 
display purposes, and can be conven- 
iently carried in handbag or vest 
pocket. Each vial contains one week’s 
supply of “Sure.” 
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HER LOVE FOR ACTIVE OUTDOOR SPORTS HAS CREATED A NEW PERFUME TREND 


FELTON’S MODERN OUTDOOR TYPE FRAGRANCE 


Riding! . . . devoted 


to such interests as these the 


vivacious spirit... her Fashions, 
_ her Perfumes @ That's why Felton Chemical Company, Inc., has created 
odern note,+— youthful, fresh, invigorating . . perfectly 


r powder which the modern vogue dic- 


~~ ~ 


Fair-way No. 40 $50.00 a pound 

: Fair-way No. 45 14.00 a pound 

tates For daytime Fair-way No. 50 7.00 a pound 
. Fair-way No. 55 3.50 a pound 


bling you to make use of this odor for the finest grade 
i i Send for sample today! 


FELTON CHEMICAL C0, INC. 


Vanufacturers of AROMATIC CHEMICALS, NATURAL DERIVATIVES, 
PERFUME OILS, ARTIFICIAL FLOWERS and FLAVOR OILS. 
603 JOHNSON AVE., BROOKLYN, N. Y. 


0 Boston, Mass. Philadelphia, Pa. Sandusky, Ohio Chicago, Ill. St. Louis, Mo. New Orleans, La. Los Angeles, Calif. San Francisco 
Royliton St. 200 So. 12th St. 1408 W. Market St 1200 N. Ashland Ave. 4910 W. Pine Blvd. Balter Bldg. 4727 W. Washington Blvd. 707 Kohl Bldg. 


Stocks carried in principal cities 





Sales 
HUT 
Ideas 


MANUFACTURERS PLEASE NOTE: 
If you are distributing to the better 
grade beauty parlors and would like 
to extend your following try this 
plan: Teach all operators to suggest 
to the patron who is about to duck 
her head under a dryer that she can 
make those minutes pay a dividend if 
she'll please remove her makeup and 
apply a film of cream. Be sure to 
use correct cream according to each 
skin; masks would be good, too. 
Some women will of course say they 
don’t want to take the extra minutes 
for removing and reapplying make- 
up, but the majority of women will 
be delighted to have this plus in their 
hair treatment and a high percentage 
of them should be red-hot prospects 
for a jar of the cream to take home. 
This confirms the salon slogan that 
If the 
product is really good it makes an 
ideal way of sampling it. 


“drying time is selling time.” 


NEW USE FOR CANS: Metal cans 
with sleek lines, smart caps and high 
fashion decor, particularly suitable 
for adding color and charm to the 
bathroom shelf, could be used for 
packaging powdered or pulverized 
shampoo. These could be compan- 
ion packages to the dusting powder 
cans and should be as well finished 
and styled as the best of the can lot. 
The opening might be either several 
holes or just one large one with a 
secure cap. Instruct 
their shampoo water in the 


customers to 
draw 
basin and add the proper amount 
of the powder; whisk it into a suds 
The ten- 
dency in self-given shampoos is for 
the back of the head to get most of 
the shampoo. Rinse as usual, pref- 
erably under a shower and repeat 
the sudsing which of course should 
be followed by many good thorough 
Smaller size cans would 


and pop in their heads. 


rinsings. 
be practical for travel for the woman 
who insists that she can do a better 
job than she gets at shops, or who 
has an eye on saving her pennies. 
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NEW PUBLICATIONS 


| Why Milady Buys a Certain Face 
Cream is the subject of a leaflet is- 
sued by Compagnie Duval, 121 E. 
24th St.. New York, N. Y. One of 
the factors in the selection of a 
cream, it is pointed out, is the dis- 
A list of se- 
lected odors for creams of all types 


tinctiveness of the odor. 


is included. 


The D & O Perfume Service to aid 
manufacturers looking for a new 
odor or the improvement of an old 
one is emphasized in the latest 
monthly wholesale price list of the 
Dodge & Olcott Co., 180 Varick St., 
New York, N. Y. The list, which con- 
tains 24 pages, covers essential oils, 
vanilla, flavor bases, perfume bases, 
aromatic chemicals, balsams, gums, 


oleo resins, etc. 


Merchandising Maps which pic- 
turize potential markets in the United 
States for all types of consumer mer- 
chandise and which record factors 
which evidence an opportunity for 
trade and also points out those mar- 
keting 


conditions which may _ ad- 


TEGHNIGAL 


Vitamin F—Writing on Vitamin F, 
R. M. Gattefosse in Parf. Moderne p. 
219, 1937, finds that the amounts of 
vitamin F units 
Shepherd is higher than necessary. 


recommended by 


From 50 to 150 units per gram of 
cream are sufficient for ordinary 
daily use. 


ek 


as 


Sunburn Preparations—An anony- 
mous writer in Pharm. Ztg., 82, 506, 
1937, discusses sunburn preparations 
recommending the following formu- 
la as a healing sunburn relief oint- 
ment: esculin 0.4, anh. lanolin 100, 
camphor 1.5, Peru 4, phenol liq. 0.2, 
zinc oxide 6, bismuth subnitrate 4, 
yellow vaseline 36, oil vaseline 6, dis- 
tilled water 40.9 and oil rose 0.1. 
(Thru. J. A. Ph. A.) 

id + 

Wetting and Dispensing Agents 
Chemitex in Mfg. Perfumer, October, 
1937, p. 223, describes wetting and 
dispersing agents. Interest in quat- 


versely affect the possibility of profit- 
able trade has just been made avail- 
able by the Marketing Research Di- 
vision, Bureau of Foreign and Do- 
mestic Commerce, Washington, D. C. 


| Emulsifiers for soapless neutral 
and acid emulsions offered by Th. 
Goldschmidt Corp. 153 Waverly 
Place, New York City, are fully de- 
scribed in a new bulletin issued by 
the company. Basic 
given for each product described. 


formulae are 


| Alcohol and Man’s Tiny Friends 
and Tormentors is the subject of the 
latest Alcohol Talks, the 158th in the 
series, issued by the Commercial 
Solvents Corp., New York Central 
building, New York City. 


[-] The Friendly Door is the way Mag- 
nus, Maybee & Reynard Inc., 16 
Desbrosses St., New York, N. Y., an- 
nounces the occupancy of its new of- 
In the 
18 pages prices of the numerous per- 


fices in its May-June catalog. 


fuming and flavoring materials han- 
dled by the company are given. 


ABSTRAGTS 


ernery ammonium compounds is 
aroused as a result of observations 
that if one of the substituent alkyl 
groups is a long chain fatty radical, 
the resulting compound possesses un- 
usual properties. These properties 
are not limited to quaternery am- 
monium compounds of nitrogen, but 
extend to heterocyclic compounds 


such as pyridine derivatives too. 


b 


C 


“ Sulphur—A deficiency in sulphur 
results in low cystine and glutathi- 
one. Gattefosse in Parf. Moderne, 
31, 91, 1937, gives formulas for sul- 
phur preparations for the skin and 
hair. Use of modern non-oily bases 
is made. 


els 


4 


/Hand Preparations — Ekman gives 
formulas for the manufacture of 
hand preparations in Riechstoffindus- 
trie, 12, 224, 1937. Practically every 
type of product classified as mani- 
cure or hand cosmetic, is included. 
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For taking the shine 
out of Vanishing 
Cream 


MATTOLIN 


To make a smoother, 
finer cold cream or 
tissue cream 


PLASTOCREME 


To make a finer face 
powder 


FACE POWDER 
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IMPROVING PRODUCTION 


By RALPH H.AUCH,A.B.,Ch.E. 


GRITTINESS OF TOOTH 
PASTE ABRASIVES 


Whether one has or seeks the 
American Dental Association ap- 
proval or not on his dentifrice he 
should be concerned with the gritti- 
ness of his abrasive. This he owes 
the consumer whether the product be 
paste or powder. 

Tri calcium, phosphate, calcium 
sulphate and the other insoluble salts 
often used are of high degree of pur- 
ity. Tested on an abrasive machine 
they vary but little from lot to lot 
and between samples from various 
vendors. 

This is not true of chalk which 
is by far the most widely used abras- 
ive. The idea is prevalent that the 
abrasiveness increases with the den- 
sity i.e., the particle size. Extensive 
tests on a specially built abrasive 
tester indieate grittiness is a function 
not so much of particle size as of sil- 
ica present as impurity. 

\ water suspension of one’s stock 
chalk may prove a revelation. If this 
is not conclusive add hydrochloric 
acid in excess to the suspension. The 
chalk will dissolve and leave the in- 
soluble silica. 
residue as it will usually run under 
one and a half per cent. The par- 
ticles are not only many times the 
size of the chalk particles but are ap- 
preciably harder than chalk on the 
Mohs scale. of course. 


Don’t expect a large 


PRODUCT INSPECTION 

4 particular delight is to critically 
examine nationally advertised cos- 
metics on the dealers’ shelves. Some 
are beyond reproach while some 
might well crawl in a hole and pull 
the hole in after them. 

Every user is dearly won and cost- 
ly to hold whatever the type of mer- 
chandising employed. Labels _blis- 
tered and applied crooked or with a 
corner loose, paste or glue smudges 


on the container, carton flaps torn. 


56 


tubes smudged with the contents, 
dented or closed improperly or out 
of square, doubtless create unfavor- 
able reactions on certain fastidious 
purchasers, 

Likewise a particle of glass, carton 
fibre or other extraneous matter in 
any liquid, a color or dirt spot on 
the surface of a cream, a particle of 
carton fibre or closure cork or foil 
in the head of the collapsible tube, or 
slack fill in any container must raise 
a question about the advertising 
build-up of the given product. 

If we feel this so keenly, what are 
we doing about it? Fair question! 
At the moment there are ninety-six 
inspectors of whom twenty-four are 
final package and seventy-two are fill 
and contents critics. The former 
work continuously but due to the 
fatigue element the latter alternate in 
groups of thirty-six doing less con- 
fining lower rate work while on re- 
lief from inspecting. 

The cost approximates forty dol- 
lars an hour, but when broken down 
to the unit cost it is under seven hun- 
dredths of a cent. 
spent? 


Is it money well 


MANUFACTURING AND 
PACKAGING PROCEDURE 

Having directed chemical, research 
and control laboratories for years it 
is safe to list as one of the major 
problems of operation the necessity 
of getting experimental data set down 
Only too frequently 
the results both negative and those 
of value are carried in the heads of 
those who did the work be they chem- 


in the records. 


ists, dieticians, bacteriologists or what 
not. 

This same is true in the manufac- 
turing and assembly or packaging 
departments in the matter of stand- 
ard procedure. Invariably there is 
one best procedure to compound a 
simple mixture or complex emulsion 
and to package a tooth powder can 
or an intricate perfume package. 

Standard practice sheets should be 
provided the supervisors both manu- 


facturing and assembling. Then a 


suitable follow through should be 
set-up so that they are rigidly ad- 


herred to. 


STAINLESS LUBRICANTS 


Bakeries and other food manufac- 
turers as well as textile weavers use 
white and stainless lubricants to avoid 
dirty streaks in their products. In 
this industry, similar lubricants can 
be used advantageously for cleanli- 
ness sake and to facilitate removal 
from white and light colored uni- 
forms. 

White oil for small electric mo- 
tors and other high speed spindles, 
white petrolatum on conveyor lines 


and dripless oils and rocker arm 


greases that are compounded prod- 
ucts will be found useful. Any size- 
able oil company can provide suit- 
able lubricants of the white and/or 
stainless type. 


BREAKING DOWN LOST TIME 

The more nearly automatic a pro- 
duction line is made the more seri- 
ous and costly any lost time and 
An_ analysis 


breakdowns become. 


was made of nine production lines 
and the following table sets forth the 
percentages attributable to the differ- 
ent pieces of equipment, the contain- 
ers and the goods. The average total 
lost time was 11.2 per cent of the to- 
tal time, the productive time repre- 


senting the balance ot 88.8 


per cent, 
of course. 

i %, total 

lost operating 

time time 
Cleaner 8.7 equivalent to  .99 
Filler 20.0 if ” ae 
Capper 11.0 " * 
Labeler 34.3 a "3.88 
Goods itself 15.9 ‘ ~ 
Miscellaneous 8.5 a " 
Experimental 1.6 Fe "08 


11.20% 


109.0% 


With a direct labor cost per line 
of from 20 to 40 cents per minute 
the matter of lost time is of sufficient 
concern to give equipment the once 
over. The badly worn was over- 
hauled or completely rebuilt and 
some actually scrapped. 


The American Perfumer 





SNOW WHITE 
— & 


2? 


4 


UX AD 
oO 


Sho {ening 


r 


COMMANDS 
nel 


Red—one of nature’s primary colors is symbolic __tinental’s packaging service. Experienced product 
of so many things ‘‘emotional’’ that when the eye __ research is another. In Continental's laboratories 
encounters its fiery hue it is compelled tostopand experienced specialists are ready to help any man- 
look...Our attempt here to show its application ufacturer solve specific problems requiring scien- 
in package design cannot begin to illustrate its _ tific research...No matter what your problem is, 
many possibilities. Furthermore, the proper use of you will find Continental pre-eminently qualified 
color and skill in design is only one feature of Con- _to render expert assistance . 


. . Consult us freely. 
ONE OF A SERIES DEVOTED TO THE USE OF COLOR IN PACKAGING DESIGN. COPYRIGHTED, 1938. 
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To Open Cornerstone 
in Arizona 1000 Years Hence 


When the cornerstone 
of the Cosmetics Building of the New 
York World’s Fair, which was sealed 
by Herman Brooks May 12 at the dedi- 





Herman Brooks Sealing Cornerstone 
of Cosmetic Building 


cation exercises, is opened in the year 
2039 a startling idea of the progres- 
siveness of the toilet goods industry of 
1938 will come to light. It is planned 
to place the cornerstone in a granite 
monolith designed by Pierre Bourdelle 
with a 100 foot square base rising in 
a truncated pyramid to a height of 50 
feet in the Santa Rita mountains of 
Arizona. It will be known as the Shrine 
of Beauty and will carry instructions 
that it is not to be opened until April 
30, 2939. 

The cornerstone contains copies of 
current beauty, business and womens’ 
magazines; a brush fashioned from the 
Victory, flagship of Lord Nelson at the 
battle of Trafalgar, from G. B. Kent & 
Sons Ltd.; a 2-foot powder puff from 
the Hygienol Co.; a $400 bottle of Nuit 
de Noel perfume from Caron Corp.; 
nail remover and enamel from the Rev- 
lon Nail Enamel Co.; a traveling kit 
from Ogilvie Sisters; toilet creams from 
Harriet Hubbard Ayer; three lipsticks 
from the Oxzyn Co.; soap from My- 
rurgia; rouge from Colonial Dames; 
perfumes and creams from Bourjois 
and Barbara Gould; eau de cologne 
from Ferdinand Muhlens; and _ other 
toiletries from Elizabeth Arden, Houbi- 
gant Inc., Northam Warren Corp., Har- 
riet Hubbard Ayer, Lucien Lelong Inc., 
Helena Rubinstein, Richard Hudnut, 
Parfums Corday, Jacqueline Cochran, 
Veolay Inc., Juliette Marglen, Pinaud 
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NEWS AND EVENTS 


Inc., Roger & Gallet and Yardley & Co. 
Fair trade literature and contracts, a 
list of members of the Toilet Goods 
Association and other matter reflecting 
the toilet goods industry of today was 
included. 

Among those present were: 

Paul F. Vallee, Roger & Gallet; 
B. M. Douglas, Jr.. Lord & Thomas; 
H. L. Brooks, Coty; Curtis Campaigne, 
Philip C. Smith, Yardley; Clara Ogil- 
vie, John H. Curry, Mabel Ogilvie Car- 
ter, Georgina Ogilvie Tweddle, Amy 
Blaisdell, Ogilvie Sisters; A. H. Berg- 
mann, Oxzyn Co.; Ted Caro, Chanel, 
Inc.; Douglas J. Bennet, Northam War- 
ren Corp.; G. T. Daggett, William 
Bonyun, Daggett & Ramsdell: Ray 
Schlotterer, N. Y. Board of Trade; 
Edward Huisking, Joseph J. Breen, 
Conti Products; Nelson Millard, Bour- 
jois & Barbara Gould; W. Armfelt, Vir- 
ginia Gates, Parfums Schiaparelli, Inc.; 
Marshall Mundheim, Antoine de Paris; 
Joseph Revson, Revlon Nail Enamel 
Corp.; B. A. Hayes. Rigaud; Geo. A. 
Stevens, Molyneux; R. R. Powell, Plexo 
Preparations, Inc.; Orrin R. Smith, 
Gitta Erdoss, Laszlo Lengyel. Georges 
Lengyel, Parfums Lengyel, Ltd.; Eric 
L. H. Cosby, Jr... Kent of London; 
Leonard E. Lisner, H. Johard, Rimmell, 
Paris; Marcei Michelin, Pinaud. 


Golden Jubilee For 
Harper Method Inc. 


Harper Method Inc. 
will celebrate its golden jubilee in 
Rochester during the week of August 
21. A constructive and interesting pro- 





Martha Matilda 
Harper MacBain 


Robert A. 


gram is planned, and during the cele- 
bration ten prizes will be awarded to 
the shop owners showing the greatest 
percentage of increase in their business 
since January 1. 

The convention will be opened off- 
cially on Monday, August 22 by Robert 
A. MacBain, president, and Martha 
Matilda Harper, founder and _ vice- 
president. Three days will be devoted 








to business methods and entertainment, 
and a banquet will be held Wednesday, 
August 24. During the remainder of 
the week those attending the jubilee 
will have an opportunity to review the 
Harper Method at the Training Center, 
which is under the guidance of Ann 
Harper, niece of Martha Matilda Harper. 

Starting business in a modest one 
room factory in which Miss Harper 
manufactured one hair product, the 
Harper line now includes a complete 
list of hair preparations, as well as 
toilet preparations and cosmetics. A 
training school is also conducted in 
which students receive instructions in 
treatments for the hair and scalp, and 
when each student graduates she is in 
a position to start a Harper method 
office of her own. There are now 
branches in every part of the United 
States as well as England, Scotland, 
France and Canada. 


Dr. Bogert Honored 
By Chemical Society 
Dr. Marston T. Bo- 


gert, professor of organic chemistry, 
Columbia University, and one of the 
leading synthetic organic chemists in 
the United States, 
has been awarded 
the Priestley Gold 
Medal, highest 
honor of the 
American Chem- 
ical Society “for 
distinguished ser- 
vice to chemis- 
try.” This medal, 
established in 
1923 in honor of 
Dr. M. T. Bogert Joseph Priestley, 

English chemist 
who discovered oxygen in 1774, is 
awarded every three years, and will be 
given to Dr. Bogert at the ninety-sixth 
meeting of the society in Milwaukee, 
September 5 to 9. 

Dr. Bogert was elected president of 
the International Union of Chemistry 
according to a cable received from 
Rome where 3,000 delegates from 34 
countries were in session recently. 


Los Angeles Perfume 
Industry Plans Progress 


Mrs. Lucretia del 
Valle Grady, daughter of former Sena- 
tor R. F. del Valle, who was recently 
appointed vice-chairman of the advisory 
committee on the perfume industry 
project in Los Angeles county, sailed 
for Europe to visit London and Paris to 
investigate perfume industries there. 
The Los Angeles county Board of 
Supervisors is sponsor for request for a 
grant of $56,800 from the Works 
Progress Administration to experiment 
with the growing of perfume flowers in 
Los Angeles county. 


Insecticide Manufacturers 
Meeting in Lake Wawasee, Ind. 


The 24th summer 
meeting of the National Association of 
Insecticide and Disinfectant Manufac- 
turers, Inc., will be held at Lake 
Wawasee, Ind., June 13, 14 and 15. 
Numerous well known speakers on mar- 
keting and technical problems of the 
manufacturers of insecticides, disinfec- 
tants and sanitary specialties will be 
heard. New and revised specifications 
and testing methods for both insecti- 
cides and disinfectants will come up for 
discussion and approval. 

J. L. Brenn, Huntington Laboratories. 
{nc., Huntington, Ind., is president of 
the association and will preside at the 
convention. John Powell, John Powell 
& Co.. New York, is chairman of the 
general convention and arrangements 
committee. The program will be in 
charge of W. J. Zick, Stanco, Inc. 

A rather elaborate entertainment pro- 
gram has been planned under the di- 
rection of Robert S. Solinsky, National 
Can Corp., Chicago. 
will be held each morning and the 
afternoons given over to golf and other 
recreation. The annual golf tourna- 
ment of the association will be held 
on Monday, June 13. 


Business sessions 


Revlon Celebrates 
Sixth Anniversary 


The Revlon Nail 
Enamel Corp., in celebration of its sixth 
anniversary, tendered a dance to its 
employees on May 14 in the Astor Grill, 
New York. An extensive floor show was 
provided, followed by dancing to Ted 
Eddy’s orchestra, and the evening was 
thoroughly enjoyed by all the guests. 
Charles Revson, president of the com- 
pany, made a short address to the em- 
ployees, thanking them for their co- 


operation, and expressing the hope that 
they would continue to be happy and 
enthusiastic. Progress of the company’s 
business has necessitated a recent ex- 
pansion of its plant, and plans are now 
under way for new and enlarged gen- 
eral offices. 


Plans Now Completed For 
F. E. M. A. Convention 


Matters of vital inter- 
est to all members of the flavoring ex- 
tract industry will be discussed at the 
twenty-ninth annual convention of the 


Geo. Armor 
President 


E. L. Brendlinger 


Chairman 


Flavoring Extract Manufacturers’ Asso- 
ciation to be held at the Traymore Hotel 
in Atlantic City June 27, 28 and 29. E. 
L. Brendlinger, chairman of the con- 
vention committee, has been successful 
in securing speakers of national reputa- 
tion to address the meeting. 

The convention will open on Monday 
June 27 with an address of welcome by 
the Hon. C. D. White, mayor of Atlan- 
tic City, to which reply will be made 
by George H. Burnett. After a few re- 
ports of the committees, there will be 
addresses by Dr. J. M. Doran, Techni- 
cal Director Distilled Spirits Institute, 
Washington, D. C., who will speak on 
“Relations of Taxes to the Flavoring 
Extract Industry” and Captain James 


P. McGovern, counsellor at law, Wash- 
ington, D. C., who will discuss “The Al- 
cohol Situation, Past, Present and Fu- 
ture.” 

The session on Tuesday, June 28, will 
be devoted to addresses by Paul S. 
Willis, president of Associated Grocery 
Manufacturers of America, who will 
discuss the Robinson Patman Act; Dr. 
J. G. Davidson, vice-president, Carbide 
& Carbon Chemicals Corp.. will deliver 
an address on “Solvents”; Professor 
Walter H. Eddy of Teachers College, 
Columbia University, and Director of 
Good Housekeeping Institute will speak 
on “Higher Standards of Food Purity”; 
and Dr. John Buchanan, formerly pro- 
fessor of chemistry at the University of 
lowa and now technical director of 
Corn Products Refining Co. will speak 
on “Quality in Flavoring Extracts.” 
There will also be reports by Dr. Clarke 
E. Davis, chairman of the Advertising 
Committee, and John H. Beach, chair- 
man of the Membership Committee. 

On Wednesday, June 29, the Re- 
search Committee will make its valu- 
able report; J. M. Wenneis, chief chem- 
ist of Seeley & Co., will deliver a paper 
on “The Preparation of Newer Aro- 
matic Chemicals and Their Use in Imi- 
tation Flavors,” and J. Glassford of Mc- 
Cormick & Co. will discuss Oleoresin 
Vanilla. 

The entertainment committee has 
planned an elaborate program designed 
to keep the entire membership together. 
There will be golf and tennis tourna- 
ments, surf bathing, and tickets will be 
provided for the various piers and also 
for the rolling chairs. On Monday even- 
ing the members will attend dinner and 
a show at the Club Babette, one of the 
outstanding night clubs in Atlantic City. 
One of the features at the banquet will 
be an address by the Hon. Harry Nice, 
Governor of Maryland, who is a popu- 
lar after-dinner speaker. 


REVLON EMPLOYEES AT PARTY GIVEN BY THE COMPANY 
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Uron the solid  sub- 
stance of your patronage 
is laid the foundation for 
this new building *% A 
symbol of growth in steel 
and mortar, it stands as 


a physical expression of 
your confidence in the 


MM & R organization 
% We dedicate it, this 
day, to a greater meas- 
ure of quality and service 
to the perfume, cosmetic 


and drug industries. 


QUALITY ESSENTIAL OILS, 

BALSAMS, PERFUME OILS, 

CONCENTRATED FLAVORS 
SINCE 1895 


OFFICES IN PRINCIPAL CITIES 
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Fruit Base Creams and Youth 
Cream Attacked by F. T. C. 


Recent stipulations of 
the Federal Trade Commission are: 
National Toilet Co., Paris, Tenn., which 
agreed to discontinue advertising that 
its products are “fruit base” prepara- 
tions or that any of its preparations are 
non-allergic or absolutely sterile; and 
the Florentine Products Co.. Milwau- 
kee. which agreed to discontinue ad- 
vertising that its youth cream would 
eliminate lines or sagging muscles or 
enable the user to keep her face and 
throat from aging. 


George Branigan Returns 
From Trip Abroad 
George V. 


technical director for Ungerer & Co., 


New York City, and Mrs. Branigan re- 


oa, 
Branigan, 


Mr. and Mrs. Branigan 


turned on the Saburnia May 19 from a 
two months trip abroad which included 
visits to the places of interest in Eng- 
land. Holland, Germany. Switzerland, 
Italy. Sicily. Greece. and France. An ex- 
tended stay was made in Grasse where 
Mr. Branigan visited the plant of Chara- 
bot & Co. for whom his company is 
American agent. He also spent some 
time in Northern Africa, particularly in 
the geranium growing section of Blida 
and Morocco where the crops were in- 
spected and surveys made of the essen- 
tial oil production. 


Elizabeth Arden Opens 
Salon in Honolulu 


Elizabeth Arden has 
opened a new beauty salon at the Royal 
Hawaiian Hotel in Honolulu. The new 
salon is fully equipped to give patrons 
all the necessary treatments for the pro- 
tection of their beauty. 
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THE SEVEN OGILVIE SISTERS ATOP RADIO CITY 
Front row, from left to right: Mrs. Clara Ogilvie Maclnnis, New York; Mrs. Georgina 


Ogilvie Tweddle, London. 


Back row, from left to right: Mrs. Mabel Ogilvie Carter, New 


York and Paris; Miss Jessica Ogilvie, New York; Miss Elizabeth Ogilvie, Washington, D. C. 
and Paris; Mrs. Anna Ogilvie Curry, New York; Dr. Gladys Ogilvie, globe-trotter. 


Ogilvie Sisters 
Celebrate Reunion 


For the first time in 
five years, the Ogilvie sisters celebrated 
a family reunion in New York City 
Although all take an 
active part in their hair business, they 
are widely scattered in different parts 
of the country and Europe. To join in 
this reunion, Miss Elizabeth, previous- 


late last month. 


ly manager of the Washington Salon. 
came from Paris where she has been 
pinch-hitting for Mabel, who is in New 
York. 
dle, with her two children, came from 
London; Dr. Gladys flew up from Mi- 


Mrs. Georgiana Ogilvie Twed- 


ami, Florida; and Miss Jessica came 
from the Pacific Coast; Mrs. Clara 
Ogilvie MacInnis is in charge of the 
New York laboratories; Mrs. Anne 
Ogilvie Curry is the presiding genius 
of the Fifth Avenue salon; Mrs. Mabel 
Ogilvie Carter claims both Paris and 
New York, as she spent 17 years in 
Paris, but now prefers to remain in 
New York at the Fifth Avenue salon. 

While in New York. they attended 
the laying of the cornerstone of the 
Cosmetic Building at the World’s Fair. 
and visited many points of interest in 
the city. On May 23 they held a re- 
union cocktail party at their home on 
Park Ave., which was attended by al- 
most 200 guests. 

Each sister has a distinct personality, 
and each one has made an unique con- 
tribution to the business. Jessica, who 
conceived the whole idea of Ogilvie Sis- 
ters, came to New York as a young 
girl with slight resources and a_ for- 
mula to banish excessively oily hair. 


The business developed rapidly until 
she was able to take in all her six 
sisters. 

Clara is the most air-minded of the 
seven, and last year covered the whole 
country by air, stopping off to visit the 
stores in leading cities. Mabel, has 
lived abroad most of her life, and 
opened the company’s Paris salon 17 
years ago. She is now in New York 
at the Fifth Avenue salon. Gladys has 
delved into research on scientific, philo- 
sophical and political subjects. She 
collects Indian lore, Chinese tapestries 
and fashion books for a century into 
the past. 

Elizabeth was in charge of the Wash- 
ington salon for many years and has 
come in contact with diplomats of all 
She has a keen knowledge of 
system and business procedure. Anne 


nations. 


has made a tremendous success of the 
Fifth Avenue salon and makes a hobby 
of collecting useful articles for her pet 
charity, The Blackfeet Indians. She 
is the wife of Jack Curry. 

Georgiana, the youngest of the seven, 
has loved dolls all her life, and now 
has a grand collection of dolls from 
various countries. She is the mother of 
two children, and her hobbies are golf. 
gardening and travel. 


New Firm Name for 
Missouri Products 


The Missouri Prod- 
ucts Co., St. Louis, Mo., recently 
changed its name to the National Pack- 
age Drugs, Inc. This company has 
expanded to such an extent that it is 
now distributing its products through 
a national market. 


The American Perfumer 





' 
os 
re 
} 
‘ 
' 
' 


ACATION TIME always increases 

the vogue for tube-packed 
products. It is then that millions of 
consumers discover the many ad- 
vantages of products that pack 
easily, retain their full value and 
do not spill or leak or break. This 
preference, once established, 
becomes a year-round vogue. 
Ask us to send samples of our 
tubes—or better yet tell us what 
your products are and let us 
make specific recommendations. 


N.B.—You'll also find our supe- 
rior METAL CAN SPOUTS ideal for 
various household products. 


WHITE METAL MANUFACTURING CO. 


SAC oli HOBOKEN, NEW JERSEY ne 


F. L. Butz R. M. Stevenson 
393 Seventh Ave Chicago Office, Charles A. Rindell, Inc., 64 West Randolph St 


SNOVO Rida 
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Magnus, Mabee & Reynard 
Moves to New Building 


Magnus, Mabee & 
Reynard Inc., is now located in its new, 
especially constructed building at 16 
Desbrosses St., New York, N. Y. It is a 
six story, fire-proot 
building with glass 
brick front and 
back, in 
design and _fur- 
with the 


modern 


nished 
most up-to - date 
scientific apparat- 
us and office equip- 
ment. 

In order to ob- 
tain the greatesi 
manu- 


opera- 


efficiency, Percy C. Magnus 
facturing 
tions begin on the top floor, and the 
materials work themselves down to the 


shipping departments on the first floor. 


New Magnus Building 


Oils to be used in manufacturing are 
stored on the sixth floor, while the 
actual manufacturing operations are 
carried out on the fifth floor. The anal- 
ytical laboratory and dispensary are 
> 1e fourth floor, and on the 
third floor are stored the materials for 
filling orders. When drums and pack- 
ing cases are ready for shipment, they 


located on 


are sent down to the first floor by ele- 
vator. All executive and business offices 
are located on the second floor. In addi- 
tion to the shipping and receiving de- 
partments on the first floor, there is also 


a director’s room, and meeting room for 
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salesmen. In the basement there is a 
special oil heating room for congealed 
oils, and also additional storage space. 

The move into this new home marks 
the culmination of years of steady 
progress. Organized in 1895 by the late 
Percy C. Magnus, Sr., the company oc- 
cupied a five story building at 257 Pearl 
St., and in 1922 it extended its building 
to Cliff St. The organization is under 
the direction of the founder’s son, Percy 
C. Magnus, Jr., president of the com- 
pany. His brothers, Joseph B. and 
Robert B. Magnus are vice-presidents. 
Other officers of the company are 
George H. McGlynn, treasurer; Wil- 
liam F. Fischer, assistant treasurer and 
sales manager; A. H. Downey, assis- 
tant treasurer and technical director; 
M. S. Barker, J. W. Felton, Jr., and 
Henry J. Becker, district sales man- 
agers. and T. B. Tribble. manager of 
the Chicago and middlewest territory. 


Fischbeck and Dreyer 
Combine Organizations 


The consolidation of 
the Charles Fischbeck Co., Inc. and 
P. R. Dreyer Inc. on June 1, brought 
together the resources and experience 


Frederick Theile Charles Fischbeck 


of two concerns each of which has won 
a creditable following. The business 
will continue under the name of P. R. 
Dreyer Inc. The larger, more modern 
quarters at 119 West 19th St., New 
York City, formerly occupied by the 
Charles Fischbeck Co. are being util- 
ized exclusively by the company. All 
the P. R. Dreyer Inc. foreign accounts. 
as well as the sales staff of both com- 
panies, will be continued. 

P. R. Dreyer Inc. was established by 
the late Peter R. Dreyer in 1922 fol- 
lowing the liquidation of Rockhill & 
Vietor, which firm had been United 
States agent for Bertrand Freres. Mr. 
Dreyer took over this account and that 
of the Naarden Chemical Works. In 
1925, Frederick Theile 
joined the company as vice-president. 
When Mr. Dreyer died in 1932, Mr. 


Theile and his associates took over the 


November, 


business. 

The Charles Fischbeck Co. was es- 
tablished by Mr. Fischbeck, one of the 
best known men in the industry, on 
January 1, 1936 after an experience in 


the essential oil business of about 25 
years. 

Under the reorganization the officers 
of P. R. Dreyer Inc. are: Frederick C. 
Theile, president; Charles Fischbeck 
and Fred J. Beyer, vice-presidents; 
Paul Schaupp, treasurer; D. T. Shea, 
secretary; Miss A. R. Brenneis, assist- 
ant secretary; and H. A. Wiedman, 
sales manager. 


Hugh Gill Returns 
To London Office 


Hugh Gill, sales man- 
ager of W. J. Bush & Co. Inc., New 
York, will leave shortly for England to 
take up an executive position in the 

plant of W. J. 
Bush & Co. Ltd., 
London, England. 
Mr. Gill has been 
associated with 
the Bush organi- 
zation during the 
last twenty-four 
years. 

During his resi- 
dence in the Unit- 
ed States he has 
made a_ host of 

Hugh Gill friends, all of 
whom will be glad to learn of his ad- 
vancement and to wish him well in ecar- 
rying out his new duties. 


New London Agents 
For Pilar Freres 


The firm of Antoine 
Chiris, Ltd., which has recently moved 
into new premises at 17 & 18 Bishops 
Court, Old Bailey, E.C.4, took over, on 
May 15, the selling agency in the Brit- 
ish Isles for Pilar Fréres, of Grasse, 
stocks of whose products will be carried 
by them in London. Formerly, Chas. 
Zimmermann and Co., Ltd., of London, 
were selling agents for Pilar Fréres in 
Great Britain. 


California Association 
Broadcasts on Foreign Trade 


During Foreign 
Trade Week, the California Cosmetic 
Association delivered a broadcast on 
May 24 over station KFAC on “Contri- 
bution of the cosmetic industry to do- 
mestic prosperity through international 
trade. The speakers were Dr. Alex- 
ander Katz director of the Pacific 
coast branches of the Florasynth Labo- 
ratories Inc.; William C. Schroeder, 
vice president of Citizens National 
Bank; Maurice Carasso; Miss Lois W. 
Armstrong, secretary, and Gail B. Selig, 
attorney, California Cosmetic Associa- 
tion. Dr. Katz, who had been under his 
doctor’s care for two months, is now 
in better health and is back at his desk 
again. 
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OT powder ina ime ume Dae 


Illustration shows actual size photograph of face powder box 
which has sturdy double-step extension base. Top and sides 
of lid are covered with laminated cellophane wrap .. . ideal 
because it does not soil easily and because the high lustre 


finish accents the beauty of printed or lithographed designs. 


E. N. ROWELL ca) INC. BATAVIA »« NEW YORK 


June, 


1938 


New York Office: SEWELL H. CORKRAN, 30 East 42nd St. Phone: MUrray Hill 2-3447 
Chicago Office: HAROLD G. MacKAY, 444 W. Grand Ave. Phone: SUPerior 1676 
Hollywood, Cal., Office: C.H.E.DUNN, Guaranty Bldg. 6331 Hollywood Blvd. Phone: Hollywood 0111 
Boston Office: H. P. TUCKER, 52 Chauncey Street. Phone: Hancock 0398 
St. Louis Office: The DICK DUNN Co., Mer. Mart Bldg., 12th Blvd. & Spruce St. Phone: Central 3544 
Detroit Office: H. E. BROWN, 2842 W. Grand Blvd. 319 Curtis Bldg. Phone: Trinity 2-0191 
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Miss Pierce Appointed 
Merchandising Director 


Miss Edna Colladay 
Pierce, well known in the toilet goods 
industry and to American Perfumer 
readers through her origination and 
writing of “The Pendulum” in this 
publication for the past two years, is 
merchandising and 
sales promotion for Leigh Chemists 
Inc., with headquarters at 730 Fifth 
Ave., New York. 

Miss Pierce’s record for knowledge 
of merchandising and sales promotional 
work is due to long experience in every 
phase of both. She was account execu- 
tive with several advertising agencies; 


now director of 


supervisor of retail sales promotion for 
Lentheric Inc.; designed a new line 
for Gabilla Inc.; promoted and mer- 
chandised the non-alcoholic perfumes of 
the India-France Co.; was director of 
sales promotions for Parfums Astro- 
ligique: and for the past few years has 
been engaged in private practice as 
consultant on advertising, merchandis- 
ing and sales promotion. The Leigh 
line has recently been entirely repact- 
aged, and Miss Pierce is now planning 
an extensive sales promotion campaign. 


Arthur R. Clapham Elected 
President of Johnson & Johnson 
Arthur R. Clapham, 
vice-president and general sales man- 
ager of Johnson & Johnson, New Bruns- 


wick, N. J., since 
1929, has been 


elected president of 
the company, suc- 
ceeding Robert 
Wood Johnson who 
has become chair- 
man of the board. 
This will allow Mr. 
Johnson to devote 
more time to the 
activities of affli- 
ated and subsidi- 
ary companies. 
Arthur B. Hill, previously vice-president 
in charge of field sales, is now vice- 
president and general sales manager. 





A. R. Clapham 


Bims Beat Bad Weather 
At First Get-Together 


The first golf match 
and dinner of the newly organized 
association known as Bims at the Bal- 
tusrol Golf Club, Short Hills, N. J., 
May 10 was a marked success. Des- 
pite a light rain in the morning, in- 
trepid golfers made the course all day 
returning creditable scores. In the eve- 
ning members who did not play golf 
joined the party at a dinner in the club 
house which was notable for the enter- 
tainment provided by James Leyden, 


Charles Tanner, Charles Darr, H. D. 
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Porter, William Zimmerman, W. Kyle 
Sheffield and Martin Schultes. At the 
conclusion of the dinner golf prizes 
were distributed to the following win- 
ners: C. R. (Bud) Keeley, Charles E. 
Kelly, William Bonyun, Charles J. Tan- 
ner, Edward J. Kessling, H. D. Porter. 
Herbert B. Sliger, W. F. Zimmerman, 
G. T. Daggett, J. E. Valentine, Peter L. 
Forsman, Frank W. Mahr, Paul Miller, 
Stanley Sapery, William Alexander, 


Fred W. Webster, and B. H. Badanes. 


Messrs. Marin and Mordinoff 
of Charabot & Co. Now in U. S. 


Paul Marin, director. 
and Alexander Mordinoff of Charabot 
& Co., Grasse, France, arrived on the 
Vormandie May 16 for a conference 


















P. Mazin, K. Voorhees (Ungerer & Co.) and 
A. Mordinoff 


with their American representatives, 
Ungerer & Co., with whom the company 
has been associated for over a quarter 
of a century. 

Mr. Marin is a nephew of the late 
Senator Eugene Charabot and has been 
with the company for twenty years. 
As a result of his close association with 
Senator Charabot and his broad knowl- 
edge of the perfumery and raw ma- 
terials industries, he is well equipped 
by training and experience to carry 
on the work so ably begun by M. 
Charabot. 

Mr. Mordinoff who joined the Chara- 
bot organization recently, is well known 
in business and social circles in France, 
and brings to his task wide and suc- 
cessful experience in industry. He will 
devote much of his time towards build- 
ing up the sales organization and will 
visit all foreign branches of the Chara- 
bot company. 

With representatives of Ungerer & 
Co., Messrs. Marin and Mordinoff have 
been calling on the trade in the metro- 
politan section and both were highly 
gratified by the reception accorded 
them. In view of the present strong 
financial position of the company, 
coupled with the fact that it has closed 
one of the best years recently, both 
men gave assurance that the progres- 
sive policies which have been a factor 
in the development of the concern will 
be continued and amplified in the com- 
ing years. 










Eugene Muller 
Returns Home 


Eugene Muller, gen- 
eral manager of J. Mero & Boyveau, 
Grasse, France, whose firm is represent- 
ed in the United 
States by the 
Dodge & Olcott 
Co., New York, 
sailed for home 
on the Normandie 
May 18. Mr. 
Muller makes an 
annual visit to 
this country to 
visit his many 
friends here. Un- 
fortunately on his 
arrival on March 
24 he was ill for two weeks and was 
confined to his room for the greater 
part of that time. He much regretted 
that under the circumstances he was un- 
able to contact the usual number of 
friends that he had on previous visits, 
but looks forward to doing so on his 





Eugene Muller 


next annual visit. 


Cecil Rice Transferred 
To New York Office 


Cecil Rice arrived on 
Scythia May 23 to assume his new po- 
sition as assistant to R. Righton Webb, 
sales manager of W. J. Bush & Co. Ine., 
New York City. 
After being grad- 
uated from the 
Forest School, Es- 
sex, England, Mr. 
Rice joined W. J. 
Bush & Co. Ltd., 
London, in 1926 
and was assigned 
to the export de- 
partment. After 
spending some 
time in the Cana- 
dian company, he 
travelled throughout the Far East, in- 
cluding Straits Settlements, Japan, Si- 
am, Dutch East Indies, China and the 
Philippines. Mr. Rice spent several 
years in the London office before re- 
ceiving his new appointment. 





Cecil Rice 


Two Summer Courses 
At N. Y. University 


Two Summer courses 
on cosmetics are offered by New York 
University under the direction of Flor- 
ence E. Wall, F.A.LC., prominent con- 
sultant. One 
Hygiene” and the other on “The Teach- 
ing of Cosmetology”, and both courses 
will be completed in three weeks, from 
July 6 to 22. Further information re- 
garding these classes may be secured 
by addressing the Secretary, School of 
Education, New York University. 


course is on “Cosmetic 
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The present trend toward scientific evaluation of Cosmetic 
and Toilet Products is inducing manufacturers to keep 
pace with the times by following modern scientific methods 
of converting high quality raw materials into high quality 
finished preparations. 

The name MERCK is recognized as ‘‘Standard"’ in the 
manufacture of fine chemicals for the pharmaceutical and 
allied industries. All Merck products which are included 


in the United States Pharmacopoeia or National Formu- 


MERCK & CO. Inc. 


NEW YORK - ST.LOUIS :- 


June, 1938 


: Manufacturing Chemists 
PHILADELPHIA 


lary, comply fully with those requirements, and every 
product is subject to rigid laboratory control. 

Merck Fine Chemicals are also produced to meet the 
detailed specifications of Cosmetic and Toilet Products 
manufacturers. Further information, quotations and 
samples will be furnished on request 

Our Chemical Service Department will be pleased to 


assist vou with formulas. 


Write for a copy of the new Merck Cosmetic pamphlet. 


RAHWAY, N. J. 


In Canada: Merck & Co. Ltd., Montreal and Toronto 
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Adding to its laurels for fine company spirit, the staff at the Linden, N. J. plant of W. J. 
Bush & Co. Inc. has organized a baseball team which is making a creditable record in games 


with the teams from neighboring concerns. 
organization and one of the staunchest 


Drug, Cosmetic and Chemical 
Credit Men Make Record 


An analysis has been 
made of recent bankruptcies in the 
drug, cosmetic and chemical industries 
involving claims aggregating $400,000 
by the Drug Cosmetic & Chemical 
Credit Men’s Association. As a result 
of the work of the association it is 
pointed out, members were involved to 
an extent of less than one per cent of 
these claims. 


To Help Domestic Manufacturers 
Build Up Foreign Trade 


To assist domestic 
manufacturers in securing foreign dis- 
tributors for their products, the Mari- 
time Transport Co., 67 Broad St., New 
York City, has organized 187 cooperat- 
ing freight forwarders located in the 
principal marketing centers of the 
world to locate distributors qualified to 
handle marketable products. B. F. 
Hernandez of the Maritime Transport 
Co., points out that the freight for- 
warders have no interest in merchan- 
dising or trading profits. To gain addi- 
tional traffic they must succeed in find- 
ing contacts which will do business. 


5th Ave. Store Sponsors 
Perfume Display Contest 


Feeling that perfumes 
and flowers were a natural combination, 
B. Altman Co., one of the most prom- 
inent department stores in New York 
City, devoted each of its eight windows 
on 5th Ave. to a floral display of per- 
fume odors. This store invited eight 
leading manufacturers to arrange a dis- 
play of one of its specific perfume odors, 
which were interpreted and dramatized 
by local flower growers. 

The displays were judged by maga- 
zine and newspaper garden editors, and 
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The team has the cordial support of the whole 
rooters is Dr. R. S. Swinton, chief chemist. 


first prize was awarded to Caron’s 
“Fleurs de Rocaille.” This window, 
done by Goldfarb florists, showed a 
rock garden literally crammed with 
shrubs, turf. small tiny rock plants, 
some evergreen shrubs, and a small 
stream running through it. First hon- 
orable mention went to Lentheric’s “A 
Bientot” and second honorable mention 
to Mary Chess’ “White Lilac.” 

Other perfumes which were so beau- 
tifully displayed with floral —back- 
grounds were Elizabeth Arden’s “Blue 
Grass,” Yardley’s “April Violet,” Lu- 
cien Lelong’s “Opening Night.” Chan- 
el’s “Gardenia” and Guerlain’s “Coque 
d’Or.” 


New Investment Company 
in Chemical Industry 


Chemical Fund. Inc.. 
New York, has been organized to pro- 
vide a medium for diversified invest- 
ment in the chemical field under guid- 


ance of competent technical and eco- 
nomic advice. The objective of the 
management will be to select, after 
careful study and investigation, and 
with the assistance of competent tech- 
i.ical advice, securities of established 
companies in the chemical field whose 
past record of earnings and dividends, 
current performance and future pros- 
pects seem to afford the best combina- 
tion of safety of principal, reasonable 
return and promising possibilities of 
appreciation. 

F. Eberstadt & Co., Inc., has been 
appointed to conduct the general man- 
agement and supervision of the com- 
pany’s affairs including the furnishing 
of statistical service and advice. 


Pennsylvania Oil Products 
Appoints Kroneman Sales Director 


The Pennsylvania Oil 
Products Refining Co. of Warren, Pa., 
has appointed William F. Kroneman, 
1016 76th St., Brooklyn, N. Y., SHore 
Road 5-6687, as director of sales for 
its petrolatums and white mineral oils. 
Mr. Kroneman has been identified with 
the white oil and petrolatum business 
for many years and is well known to 
a large circle of friends in the trade 
who will be interested to learn of his 
new appointment. 


Wage of $16.50 Set in 
New York Beauty Shops 


A minimum weekly 
wage of $16.50 and a maximum work 
week of 45 hours for the 16,000 women 
and minors employed in 8,000 beauty 
shops of New York State have been 
announced by Elmer Andrews, state 
industrial commissioner. The  an- 
nouncement was based on the report of 
the Beauty Shop Wage Board. 


CARON'S PRIZE-WINNING WINDOW 
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Canadian Perfumers Meet 
At Niagara Falls 


The mighty Niagara 
roared its welcome to the Association 
of Canadian Perfumers and Manufac- 
turers of Toilet Articles convening at 
Niagara Falls at the General Brock 
Hotel, June 6-7. Hard working com- 
mittees under the general chairman- 
ship of Alex. Burns, aroused the in- 
terest of everyone in the 
President Lloyd Linton conducted the 
two-day sessions and an important dis- 


industry. 


cussion was the federal excise tax on 
cosmetics which is uppermost in every- 
one’s mind during the present session 
of parliament. Golf and scenic drives, 
with special events for the ladies, were 
counter attractions. 


Removal of Cosmetic Tax 
Expected in Canada 


The presentation of 
the federal budget which was antici- 
pated this month has been postponed 
for more than a month pending trade 
treaties and other important legislation 
before the Canadian Parliament. Cana- 
dian cosmetic and toilet goods manu- 
facturers are anxiously waiting to learn 
if the present 10 per cent excise tax 
will be removed from their products. 

Representations to have this tax re- 
moved have been made from time to 
time, and manufacturers whose prod- 
ucts are affected by this tax are con- 
fident that it is the intention of Hon. 
Chas. A. Dunning, Minister of Finance. 
to do so. The upward climb in the 
sales tax in recent years has been cited 


for consideration. Years ago the sales 
tax was only 1 to 2 per cent when the 
luxury tax on cosmetics and toiletries 
was first applied. The burden of this 
tax has been emphasized through its 
application to many toilet necessities, 
and the manufacturers rightfully claim 
the tax to be inequitable with sound 
public policy. 


“Can Attract Adventurous 
Dollars Under S.E.C.”—Conway 


At a dinner of the 
Association of Stock Exchange Firms 
in honor of Carle C. Conway, chairman 
of the Continental Can Co., as chair- 


Business and Government Cooperate 


man, and his associates on the com- 
mittee for the Study of the Organiza- 
tion and Administration of the New 
York Stock Exchange, held at the Hotel 
Commodore. New York, on May 20, 
Mr. Conway said in part: 


New building of Stafford Allen & Sons, Ltd., located at Wharf Road, City Road, London, 
N.1, which houses the general offices and dispatch block with a gangway leading into the 


manufacturing department. The company has moved into these premises after 100 years 


in its previous quarters in order to centralize its activities under one roof and thus improve 


its manufacturing and research facilities. This firm is represented in the United States by 


Ungerer & Co., New York. 
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“Stock exchanges provide the vital 
means of translating the adventurous 
dollar of the many into collective effort 
and enterprise. The adventurous dollar 
is essential in our national economy. 
Our need today, more than ever be- 
fore, is to attract the adventurous dollar 
into the blood stream of our economic 
body. 

“The problems arising under the Se- 
curities and Exchange Act are. being 
and will continue to be ironed out and 
solved. New laws, like much newly 
designed machinery, go through a trial 
and error period. In actual practice 
the good features remain and the non- 
essential disappear.” 

In the photograph are shown Carle 
Conway, left, and William Douglas, 
chairman of the Securities and Ex- 
change Commission. 


OBITUARY 


A. C. Brode 


A. C. Brode, vice-president of the 
Los Angeles Soap Co., died on May 26 
at his home in Los Angeles. He was 
63 years old, and had never married. 
He was associated with the soap com- 
pany for 40 years and had long been 
its director of sales and advertising. He 
is survived by a brother, Leo C. Brode, 
and by three sisters: Mrs. Oscar Law- 
ler, Mrs. Emma Friese, and a Mrs. 
Bruning, the latter of San Francisco. 


Leon A. Pimstein 


Leon A. Pimstein, formerly  vice- 
president and general manager of Veo- 
lay, Inc., and well known in the toilet 
goods industry, died in Galveston, Tex., 
April 21. He was 58 years old. 

Mr. Pimstein was a native of San 
Francisco but was raised in Galveston. 
After his schooling he came to New 
York and became associated with Frank 
M. Prindle & Co., who at that time 
handled the American business of Par- 
fumerie Violet of Paris. In 1928 Mr. 
rimstein organized Veolay, Inc., and 
took over the Violet account. Due to 
a serious accident in 1931, he was 
forced to retire from active work and 
later moved back to Galveston. Sur- 
viving are two sisters, Miss Melanie 
Pimstein and Mrs. Robert I. 
both of Galveston. 


Cohen, 


Jacob J. Storms 


Jacob J. Storms, one of the oldest 
employees of Dodge & Olcott Co., New 
York, died very suddenly on May 24. 
He started with the concern in 1881, 
working consecutively with the com- 
pany for 57 years. Mr. Storms had 
lived for many years in Allentown, 
N. J. He leaves a wife and daughter. 
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How to operate profitably 
in the cosmetic and 
toilet preparation market 


Here is a chance to check your methods against a concise, 
authoritative survey of today's effective practice in cosmetic mar- 
keting. Now ready, S. L. Mayham's new book gives you a broad 
view of all factors that enter the problem of cosmetic marketing— 
discusses their good and bad aspects under current conditions— 
shows how they are being handled successfully by manufacturers. 
From this book you gain the correct perspective on many prob- 
lems of policy and method that will help you round out your 
marketing program and make more sales. 


Just Published 


MARKETING COSMETICS 


By 8S. L. MAYHAM 


Formerly Editor, The American Perfumer 


What about 
legislation? 


A special feature of this book is the 
complete chapter, also other references, 
given to concise and definite discussion 
of the problems of the cosmetic industry 
under recent legislation relating to mar- 
keting and merchandising. 


Chapter H eadings 


The Package 
How Long Should the Line 
Be? 
Prices and Discounts 
Price Maintenance 
The Wholesaler 
Retail Outlets 
Choice of Retail Outlets 
Department Store and Spe- 
cialty Shop 
. The Drug Store 
Chains and Syndicate Stores 
. The Beauty Shop 
Demonstrations and Push 
Money 
. Magazine Advertising 
. The Radio 
Local Advertising 
Mail Promotions 
. The Theatre Promotion 
Cosmetics and Fashions 
Displays 
. The Advertising Agent 
. The Trade Association 
Relations With the Govern- 
ment 
. What is the Market? 


June, 1938 


Foreword by H. Gregory Thomas 


Director, Board of Standards of the Toilet Goods Association, Inc. 
229 pages, 5!/2 x 8, $2.50 


WRITTEN from a background of 

12 years’ intimate and practical 
contact with the cosmetic industry, this 
book gives manufacturers a complete 
picture of the cosmetic market and 
how to operate in it profitably. From 
it the reader will get an understanding 
of established trade practices, their 
strong and weak points and how to 
avoid the difficulties inherent in present 
methods, together with suggestions of 
better 


methods which may be em- 


ployed. All of his prospective outlets 


are discussed in detail with this in view. 


Covers 


How long should the line be? 

What to consider in pricing items 

When should wholesalers be used? 

Choosing outlets for exclusive, medium- 
priced, and low-priced lines and 
special items 

Merchandising through department 
stores, drug stores, chains, syndi- 
cates, beauty shops and barber shops 

ore and training demonstrators 

What advertising can do for the manu- 
facturer 

Radio, theater, and motion picture 
promotion 

Planning and use of displays, etc., etc. 


10 Days’ Free Examination 


**How cosmetics ac- 


SEND THIS ON-APPROVAL COUPON 


Book Dept., Robbins Perfumer Co., Inc. 


tually are sold and 
how they may better 
and more extensively 
be sold. It is prac- 


tice, not theory ” 


Name 


Position 


—H.Gregory Thomas 


Address 
City and State 


Company 


9 East 38th St., New York City. 


Send me Mayham's Cosmetic Marketing for 10 days’ examina- 
tion on approval. In 10 days | will send $2.50, plus few cents 
postage, or return book postpaid. (Postage paid on orders 
accompanied by remittance.) 


(Books sent on approval in U. 8. and Canada only.) 





HERE 


> Edward V. Killeen, president of 
George Lueders & Co., New York, 
N. Y., and Mrs. Killeen sailed on the 
Vieuw Amsterdam, 
May 21 on a trip 
to England, Scot- 
land and France. 
They will 
places of interest 
and renew friend- 
ships that have 
been made in the 
many years that 
they spent the 
summer abroad. 
Mr. Killeen will 
also have the op- 
portunity to obtain first hand informa- 
tion on the situation abroad. They will 
return about the middle of July. 


and 


visit 


Edward V. Killeen 


> Rudolf Barfuss, of Th. Muhlethaler. 
Nyon, Switzerland, is recuperating in a 
Geneva hospital from a critical kidney 
operation. 


> Alfred Daysh, general sales man- 
Monsanto Ltd., of 
He plans to 
spend most of his time in St. Louis and 
the New York office of the Monsanto 
Chemical Co. 


Chemicals, 
London, is visiting here. 


ager, 


> George L. Ringel, vice president of 
Fritzsche Brothers, Inc., with head- 
quarters at the branch office in Co- 
lumbus, Ohio, is planning to sail this 
month for an extended trip abroad. 


> G. Delage, president of Etablisse- 
ments Rigaud, Paris, France, was a 
recent visitor in New York. He came 
here to make plans with his New York 
office for the introduction of a new per- 
fume which will be released in the fall. 
He also made final arrangements for 
the company’s exhibit at the New York 
World’s Fair in 1939. J. H. Sawyer of 
the Paris office of this company, also 
visited the New York headquarters last 
month. 


> Maison G. de Navarre, consulting 
chemist and contributing editor to The 
American Perfumer, will be married to 
Miss Jeanette Rita Dutts, daughter of 
Mr. and Mrs. Anthony Dutts of Detroit, 
on June 30. After their honeymoon 
trip, they will make their home in 
Detroit. 


> Gust Carsch, son of Walter Carsch, 
senior partner of Dr. M. Albersheim, 
Frankfort, 
Vanhattan June 9 for a visit to the 
American trade. 


Germany, arrived on the 


pm William Naumann of London, Eng- 
land, is visiting George Lueders & Co.., 
New York City. 
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THERE 


> S. H. Ebert of the Interstate Color 
Co., New York City, has returned from 
an extended trip through the south 
which included an airplane trip be- 
tween Miami and Havana. 


> Robert P. Colgate, vice-president of 
the Colgate-Palmolive-Peet Co., Jersey 
City, N. J., has been named chairman 
of the executive committee of the new- 
ly formed Industrial Research Institute, 
by the National Research Council. The 
Institute has been organized by indus- 
trial research executives of middle-sized 
and small industrial companies to dis- 
cuss their problems of laboratory or- 
ganization and administration and oth- 
er problems common to directors of sci- 
entific research, 

> Edward Rosendahl, vice-president 
and general manager of the Glyco 
Products Co., Inc., New York, N. Y., is 
leaving for a business trip to Europe on 
the /le de France on June 22. Mr. 
Rosendahl will visit the Glyco Products 
Co.’s representatives, Marcel Quarre et 
Cie in Paris, Rex Campbell & Co., Ltd. 
in London, Industrie Grondstoffen 
Maatschappy N. V. in Rotterdam and 
E. Landerholm in Stockholm. 


> D. K. Healy has resigned as presi- 
dent of Leigh Chemist, Inc., New York, 
N. Y. C. H. Edgerton remains as ex- 
ecutive vice-president. No change in 
policy or plans is contemplated. 


pm Frederick C. Theile, president of 
P. R. Dreyer, Inc., New York City, re- 
turned to New York from one of his 
six weeks jaunts through the far west, 
middle west and south, long enough 
to attend the convention and turn in a 
creditable score at the annual golf 
tournament on the links of the Canoe 
Brook Country Club. 


> William A. Peters, known to all who 
attended the meetings of the old Manu- 
facturing Perfumers Association and its 
successors, celebrated his 83rd_birth- 
day on the opening day of the 1938 
T. G. A. meeting, which he attended 
as usual to greet his old friends. 


> C. K. Wellenkamp of General Drug 
Co., New York City, returned from a 
business trip to Europe in time to at- 
tend the meeting of the T. G. A. 


& Miss Johannah von Isakovics, daugh- 
ter of Mrs. Mary Upshur von Isakovics 
and the late Dr. Alois von Isakovics, 
founder of Synfleur Scientific Labs., of 
Monticello, N. Y., was married to Sid- 


ney Clayton Austin of Toronto, Can- 
ada in St. John’s Episcopal Church, 
Monticello, June 11. The bride was 
given in marriage by her brother, Alois 
von Isakovics. Mayor Luis de Hoyos 
was best man and Miss Rosa von Isak- 
ovics was maid of honor. 


> Frank L. McCartney has _ been 
elected president of the Norwich Phar- 
macal Co., Norwich, N. Y. 


> Fritz Lueders of George Lueders & 
Co., one of the prize winning golfers 
of the industry, was missed at the an- 
nual T. G. A. tournament, on account 
of a pending appendectomy. 


> R. D. Keim, vice-president of E. R. 
Squibb & Sons, New York City, recent- 
ly spoke before the Advertising Club 
on “Coordinating Merchandising Plans 
with Advertising.” 


> Jean Goby of Tombarel Freres, 
Grasse. France, sailed on the Paris 
May 27 after spending six weeks in 

conference with L. 


ae 


© J. Zollinger, presi- 
* dent of the Tom- 
barel Products 
Corp., the Ameri- 
can affiliate of 
Tombarel Freres. 
Mr. Goby report- 
ed that the rose 
crop is generally 
shorter than last 
year due to the 
drought in the 
early months of 
Other growing crops were 
He reports that Francois 
Goby will visit the United States in 


. 


Jean Goby 


this year. 
affected also. 


the autumn. 


> Mr. and Mrs. Morris Lloyd of Upper 
Montclair, N. J., have announced the 
engagement of their daughter Miss 
Margaret Lloyd to William Wallace 
Bush, son of Wallace Bush of Ungerer 
& Co. Miss Lloyd is an alumna of 
Sweet Brier College and Mr. Bush was 
graduated from Colgate in 1936. 


> F. L. Leonhardt, president of 
Fritzsche Brothers, Inc., New York 
City, sailed on the Bremen, May 9 and 
Dr. Ernest S. Guenther, chief research 
chemist, sailed on the Rex, May 14. 
They will meet at the company’s plant 
in Seillans, France. Mr. Leonhardt 
plans to return June 16 and Dr. Guen- 
ther plans to go to the Far East after 
leaving Seillans. 


> Ph. Chaleyer, president of Ph. Cha- 
Inc., who has just celebrated 
the tenth anniversary of his company, 
sailed with Mrs. Chaleyer May 18 on 
the Normandie. Mr. Chaleyer plans to 
visit the French perfumers and will be 
away for about two months. 


leyer, 
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VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 
This quality product is especially worthy of your consideration. 


.—~ 


Sole Agents for the United States: W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


OIL LAVENDER ALTITUDE 


It costs more than inferior oils: — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
standard in quality, odor, uniformity. 


BC Ofdefte re Stra ia be eam 


Ww. J. BUSH & CO. 


|e Ce Ye ls ee A ee a 2 
as bee ae 


TELEPHONE BEEKMAN 3-3156-3162 
- + P R N CABLE ADDRESS PARSONOILS, NEW YORK 


IMPORTS 7 


po 55 ANN STREET 
PLYMOUTH ORGANIC LABORATORIES - INC: NEW YORK-N:Y:U°-S:A: 








PLYMOUTH WAXES FOR CREAMS 


PLYMOUTH Genuine Spermaceti U.S.P. PLYMOUTH Sun-bleached White Beeswax U.S.P. 


This Specmaceti should not be nfuse ith inferior This is guaranteed to be a 100% Pure Beeswax and sun 

hydrogenated sperm which a mart bleached. It is refined by the centrifugal method which 
. removes all and every trace of foreign matter. We wil 

as Spermaceti. The Plymouth Brand 1 ; ; 

jladiy send samples 

in be produced and is producec 


Oil by the cold pressing method. very white — PLYMOUTH White Cirine Wax 

rystalline wax containing no ’ ) A special grade of White Ceresin Wax prepared f 

iodine number and is free of any offensive odors. the cosmetic trade. Absolutely white and odorless. I+ 
has a melting point corresponding to that of Beeswax 


PLYMOUTH Imported Ozokerites so that in using it in connection with Beeswax in cream 
i : any "lumpiness'’ is avoided. Its use will also produce « 
We regularly import two grades from Austria. ee ; vrney ¢ s use will also produce a 
L: ° “ e very giossy cream, 
the highest quality obtainable, 78-80 C. melting point 


and the other grade lower in price f | 


g PLYMOUTH Paraffin Waxes 
point, 68-70°C. Both are ed ire We offer all grades of the U.S.P. fully-refined Paraffin 
Bleached Ozokerites. Waste. 


A complete line of Cosmetic Raw Materials 


June, 1938 





Cond from p. 50) in the Provinces 
of Huelva and Extremadura were used 
for distillation purposes. The whole 
plants were cut during June and 
July; distillation of one batch last- 
ed five to eight hours. Two hundred 
and fifty kilos of plant material gave 
about one kilo of oil. If a sufficient- 
ly high price were paid for these 
Spanish oils, production in Spain un- 
der normal political conditions could 
be increased to about 2000 to 4000 
pounds. These figures refer to oils 
from wild plants, as there are no 
plantations existing in Spain up to 
the present writing. 

In conjunction with Hungarian 
dill, it seems appropriate to say a 
few words about dill cultivation in 
Germany, the center of which ( Asch- 
ersleben) the writer visited in July 
1935. 

The main regions are the Prov- 
inces of Saxony (Aschersleben and 
environs), Thuringia (Erfurt and en- 
virons) and Silesia (Liegnitz and en- 
virons). Years ago, dill was culti- 
vated quite extensively in Germany 
but nowadays the much cheaper seed 
from Poland, Holland and Central- 
European countries has done much to 
influence the reduction of dill acre- 
age in Germany. Thuringia and Sax- 
ony, because of their suitable soil, 
still produce some dill. In Germany, 
the entire plant is used for the flavor- 
ing of dill pickles 


conjunction with the seed. There is an 


sometimes in 


occasional demand for seed for dis- 
tillation purposes but, as yet, herb 
containing the seed is not being dis- 
tilled in Thuringia or in the Prov- 
Pickle manufactur- 
ers purchase the entire plant when it 


ince of Saxony. 


is green-yellow because in this state 
it has the desired and characteristic 
odor and flavor of dill herb. 

The soil must be mild and light 
not hard. 
providing it is not loamy, clayey or 


Medium soil, too, will do, 
sandy. For cultivation purposes, the 
seeds are sown directly in the fields 
with drill machines, between March 
and May. The rows are spaced 20 to 
22 cm. apart but the plants in each 
row are kept very close together. It 
is an annual crop which has to be 
sold every year. The herb commenc- 
es to grow at the end of May or the 
beginning of June; it is then green. 
When the flowers turn yellow they 
are cut for the pickle manufacture. 
If not cut, the flowers turn to a deep 
yellow shortly thereafter. ‘In this 
state, too, the plants may be used for 
pickling purposes; in fact this period 
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(end of June) is the principal cutting 
season. During August the seeds de- 
velop and turn brown, thereby be- 
coming unsuitable for the pickle 


manufacturers. From the middle of 


August to middle September the seeds 
become fully mature and must be 
harvested very carefully. For this pur- 
pose the plants are cut with scythes 


or machines, then bundled and 
stacked up in the fields until the seeds 
become fully ripe and dry. Subse- 
quently the material is transported 
into the barns and threshed in regu- 
lar threshing machines. Finally the 
seed is winnowed. 

Prices in 1934 were 35 to 70 marks 
per hundred kilos of seed. Six marks 
were paid for 100 kilos of fresh, 
green plants. The whole dried plant, 
including the flowers but not the seed, 
costs 35 to 45 marks per hundred 


kilos. 


APPLICATION OF OIL OF 
DILL WEED OR HERB 

The employment of oil of dill weed 
produced from the whole herb has 
become increasingly extensive in the 
United States and Canada in recent 
years. At first it was used principal- 
ly in the flavoring of processed dills 
produced from salt stock, and com- 
pletely replaced the dill herb itself 
for that application in many cases. 
The lack of uniformity of flavor, ob- 
tained from the use of dill herb in 
so-called genuine dills, later prompt- 
ed many manufacturers to supple- 
ment the herb with oil of dill weed 
in order to accentuate and standard- 
ize the flavor. This now constitutes 
a very regular practice, with an in- 
creasing tendency to depend more 
and more on the oil and less on the 
herb itself. 

Oil of dill weed is not particularly 
soluble in the acid brine which is 
used for dill pickles and it is very 
important for its successful employ- 
ment that due steps be taken to in- 
sure as complete a solution as pos- 
sible. 

This involves first cutting or dis- 
solving the oil with some neutral sol- 
vent, followed by the addition of this 
oil solution to the brine during vig- 
orous and fairly prolonged agitation 
of the latter. Such agitation is fre- 
quently accomplished by means of a 
highspeed pump, for example a cen- 
trifugal pump, which repeatedly re- 
circulates the brine in and out of the 
mixing tank. Another device consists 
of a highspeed electric mixer, the 
shaft of which is long enough so that 


propellers come close to the bottom 
of the tank, insuring a complete cir- 
culation of the contents. 

Only after the oil is completely 
dissolved in the brine is this used to 
cover the pickles. 

For diluting the oil, alcohol is not 
uncommonly employed. This is some- 
times replaced by glacial acetic acid 
or one of the numerous non-alcoholic 
essential oil solvents at present avail- 
able. In other cases, the oil is re- 
duced to 5 or 10% strength in the 
form of an emulsion with gum traga- 
canth or other suitable emulsifying 
agent. A third device consists of ab- 
sorbing the oil in some suitable dry 
medium such as salt, dextrose, etc. 

It has been stated that the oil, in 
other words, the flavor, will be ab- 
sorbed more rapidly by the pickles 
if the brine is not previously acidi- 
fied; in other words, if the acid be 
added to the flavored brine after the 
pickles have stood in it for sometime. 
This is supposed to reduce the “slick” 
condition which detracts from the 
physical appearance of the pickle. 
On the other hand, this soaking must 
not be too prolonged or the pickle 
may tend to become soft and lose its 
snap. The size and variety of the 
pickle, its condition when flavored 
and other factors will necessitate a 
variation in treatment so that the best 
conditions must be determined exper- 
imentally by the individual manu- 
facturer. 

This applies also to the proportion 
of oil employed. In general, one 
ounce of oil of dill weed, dissolved 
in 3 to 7 volumes of alcohol or sim- 
ilar solvent, supplies the flavor for 
a 45-gallon cask of dills containing 
on an average of 17 to 20 gallons of 
liquor. 

Oil of dill weed enjoys consider- 
able application also in spice oil 
combinations designed for the season- 
ing of sweet and sour pickles, meat 
products, relishes and other condi- 
ments. 


““Die Atherischen Ole,” Third Edition, 
Volume III. 

“Journ. Chem. Soc. 25 (1872) 1-Jahr- 
esberichte f. Chem. (1872), 816. 

*” Arch. der Pharm. 221 (1883), 283. 

” Liebig’s Annalen 227 (1885), 292. 

™ Ber. Sch. & Co. April, 1897, 14 and 
October, 1898, 20. 

loc. cit. 

* Ber. Sch. & Co., April 1903, 24. 

“ Tbidem, October 1908, 38. 

” Tbidem. 

 Tbidem. 

* Thidem. 

* Tbidem. 

Ber. Sch. & Co. 1927, 25. 

” Tbidem. 

" Thidem. 
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Your own brand 
of cosmetics . . : 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


CONSTANT RESEARCH 
has enabled DUVAL 


to sell its products to an 
ever-increasing clientele. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


To makers of 
Toilet Preparations Flavoring Extracts 
Food Products Insecticides 
Dentifrices Soaps, Perfumes, etc. 


We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
Essential Oils, Aromatic Chemicals, and all 
other Perfume and Flavor Materials that you 
may be using in your products. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 





Here are a few testimonials received 
on Rose Paris 


. I'd like you to know that | am delighted 
with both of them. Am particularly enthusi- 
astic about the Rose Paris and predict for 
you a great run on this. In my judgment it 
is a better product than some others are sell- 
ing for double the price you ask for this." 


We list only the fast selling items. If what * 


you need is not listed, let us know and , ' P 
Oil Bouquet D’Orient 


we will advise you promptly regarding it! 
for Face Powder 


CREAMS Sundries (Cont'd) Liquids (Cont'd 
Acne Cream Rouge After Shave 
All Purpose Eye Shadow Lotion 
leach Dusting Powder Deodorant 
Cleansing 
Cocoa Butter e 
Cold LIQUIDS FACE POWDER 0 ? D t . f P 

l entiirice 


Foundation Perfumes More than 70 

Lemon Toilet Water shades of the 

Tissue Shampoo highest grade in "Your developing of the flavor for our dental 
powder is a marvelous achievement. We know 

of no one who could duplicate your result; 


"This has just come through from our powder 
manufacturer and we are more than de- 
lighted with it." 


Beauty Mask Hair Tonic Light, Med. and 
Clay Pack Lotions Heavy weight 


Deodorant Skin Tonics 


SUNDRIES 
Rouge Compact 


Astringent 
Brilliantine 
Powder Base 


carried in stock. 
The quality of 
our Face Pow- 
der has a world 


in fact we tried other houses before being 
referred to you. 


Lip Sticks Muscle Oil wide reputation. 


linker 


MFG. AFG. CO 


COMPAGNIE DUVAL 


121-123 E. 24th Street, New York, N. Y. 
STuy-9-2261-2 


The 


9200-9210 Buckeye Rd., Cleveland, Ohio 


June, 1938 





QUESTIONS AND ANSWERS 


197.—HAIR DRESSING 


Q. Can you tell me where I can buy 
an oil that I can add from 35 ounces 
to 65 ounces of alcohol and have an 
unsticky preparation for hair dress- 
ing? I also want to make another 
containing 20 ounces of oil per hun- 
dred of alcohol. The oil I have in 
mind is used in a popular product 
(the name of which is given.)—G. B., 


Tennessee. 


A. We don’t know the composition of 
the particular product you mention 
and so cannot tell you the name of 
the oil used. To determine the na- 
ture of the oil, you will have to have 
the product analyzed by a chemist. 
You can use either castor oil or gly- 
cerine, alone or together if you wish. 
You might also launch an investiga- 
tion into the usefulness of some of the 
newer synthetic fats. 


198.—GREASELESS BASE 
Q. Kindly advise which greaseless 
base would be suitable to incorporate 
a small percentage of lactic acid. It 
should not feel sticky. I would also 
like to use as little alcohol as pos- 
sible to dissolve cetyl alcohol. What 


is the minimum percentage I could 
use?—A. M., New York City. 


A. Under separate cover we are send- 
ing you the name of a proprietary 
emulsifier that is useful. Since the 
solubility of cetyl alcohol in various 
dilutions of alcohol must be first de- 
termined, we cannot advise you with- 
out experimenting. We are not set up 
to do this, so you'll have to help your- 
self. We do know that it takes high 
percentages of alcohol to keep even 
small amounts of cetyl alcohol in 
solution. 


199.— WAVE SET 


Q. We are preparing a wave set in 
which we use the following to make 
a medium quantity. (Formula fol- 
lows). We have had good results 
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with this, but we have found that 
some people like a wave set which 
becomes slicker or slimier when 
mixed. Where might we alter this 
formula?—T. S., Illinois. 


A. Try using one of the other alka- 
lies such as sodium or potassium hy- 
droxides. A more stringy effect is 
sometimes obtained by carefully neu- 
tralizing the free acid in karaya with 
potassium hydroxide in alcoholic so- 
lution. To do this, prepare a 1% 
to 10% solution of the alkali in alco- 
hol, and add to the gum held in alco- 
holic suspension. Continue adding 
the alkali at short intervals, until the 
solution shows excess alkali with in- 
dicator. The resulting slime is stringy 
and quite clear. 


200.— MODERN HAND LOTION 


Q. I would appreciate your sending 
me a modern hand lotion formula.— 


W. C., Illinois. 


A. Under separate cover we have 
sent you a suggested formulation 
based on quince seed mucilage, to- 
gether with the sources of supply for 
some of the special ingredients used. 
Suffice it to say that a 3% quince mu- 
cilage is probably the main ingredi- 
ent to which you can add 3 to 5% 
of a high grade vanishing cream, 
disperse it, add glycerine, alcohol, 
color, water and perfume. 


201.— COLD PERMANENT-WAVING 


Q. Any information or formula for 
hair permanent waving cold, would 
be appreciated. Where can we buy 
chemicals for machineless permanent 


wave pads?—P. W., New York. 


A. There is no information in our 
files on cold permanent waving, and 
as such we question the worthiness of 
such a technique, unless you refer to 
the new type heating pads. Regarding 
chemicals for these, we have sent you 
under separate letter, names of sup- 
pliers of the same. We do not know 


the composition of these, and a 
thorough search of the patent litera- 
ture will probably give you more in- 
formation than all the text books put 
together. Most of the pads of this 
type utilize the calcium oxide water 
reaction with suitable modifications 
for prolonging heat, etc. 


202.—BASE FOR BATH OIL 


Q. Weare trying to find a good base 
for a bath oil which is not water sol- 
uble and which will keep the oil sus- 
pended on the surface of the water. 
Any suggestions will be very much 
appreciated.—K. E., Penna. 


A. Under separate cover we have 
sent you the name of a trade named 
specialty which might find use in this 
product. 


203.—USE OF PROPYLENE GLYCOL 


Q. Can you advise me of the toxi- 
city range for propylene glycol, and 
according to your personal opinion, 
is it toxic to mix with an equal part 
of glycerine with added essential oils, 
etc., in the formulation of a concen- 
trated mouth cleanser? Since the 
“Elixir of Death” scare we have some 
doubts in our minds about glycols.— 


B. H., Illinois. 


A. We do not recommend the use 
of the large amounts of propylene 
glycol you mention. Alcohol is still 
your best and safest solvent. While 
propylene glycol is probably one of 
the safest glycols, the F. D. A. frowns 
upon its use by humans in any form. 
An article by Braun & Cartland in 
the J. A. Ph. A., 25, 1936, p. 746, 
states that it takes 20 grams per 1000 
grams of rabbit to kill the animal by 
mouth ingestion. Other articles have 
also been published, and we strongly 
recommend you investigate the com- 
pound before you utilize it in your 
product. The subject is too contro- 
versial to take any stand, and on this 
basis we say, “use alcohol and be 
safe.” 
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HYDROCOL 


This product is one of the 
most satisfactory emulsifiers on 


the market. 


It is extremely simple to handle 
and will give a cream with a 


pH number below 7. 


Bath crystals that sit on the bathroom shelf, unused, look 

















YAS pretty—but they certainly slow up production, and profits. 





If this product is of any interest 





Bath crystals that pull repeat sales are the kind that, once used, 





are always used. The best way to get this go-getting kind of bath 






to you we will be glad to crystal is to start with Solvay SNOWFLAKE as the base. 








Snowflake puts Luxury with a capital “L” into the bathtub. ¢ 





submit an adequate sample and 


Sparklingly attractive to begin with, Snowflake is even more beau- 


tiful when tinted. ¢ Chemically stable—keeps its attractive ap- 





formula for its use. pearance indefinitely. * Dissolves in a wink. ¢ Makes even hard 
water silky-soft and luxurious—makes soap lather more richly. 


¢ Soothes and refreshes the skin. 


Snowflake will make as big a hit with you as it does with the 





consumer — because it helps in every way to simplify your 
processing and packing operations. Snowflake is absolutely 
uniform — free-flowing — readily tinted and perfumed. 


Write to Department AA for further information. 


/'SOLVAY SALES CORPORATION 


Alkalies and Chemical Products Manufactured by The Solvay Process Company 
40 RECTOR STREET NEW YORK, N. Y. 
ARTHUR A STILWELL & Co Inc. | See ct eee 
s eg ° Boston Cincinnati New Orleans Pittsburgh 
Charlotte Cleveland New York St. Louis 
Chicago Detroit Philadelphia Syracuse 


Importers » Exporters » Manufacturers 


601 W. 26th St., NEW YORK 
350 N. Clark St., CHICAGO 


“An Unimpaired Record Since 1878” 
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NEW YORK MARKET 


THe sale of essential oils, aromatic 
chemicals, and a number of special- 
ties held its own with the preceding 
month. The purchase of raw mate- 
rials in most cases is being held 
down to the current requirements of 
consumers, but in a few lines busi- 
ness has been slightly more active 
with the 
weather. 


approach of warmer 


Pricewise, the market has _ been 
considerably more interesting. Ad- 
vances were registered in Italian 
lemon oil, Bourbon vanilla beans, 
and tartaric acid, while on the weak 
side, were such articles as vanillin, 
coumarin, geranium oils, anise, cas- 
sia, dimethyl anthranilate, rhodinol. 
end phenylethyl propionate. 


Vanillin Price Reductions 


There is a possibility of a further 
weakening in the eugenol bearing 
oils because of a series of price re- 
ductions that have taken place in 
vanillin over the past month. Prices 
on vanillin are the lowest in the 
world, and it is indicated that domes- 
tic makers will soon start to export 
goods to South America and the Far 
Kast. 

The steady decline in consumption 
vver the past few months as well as 
the production from lower cost raw 
material are factors largely responsi- 
ble for the record low prices on van- 


illin. 


Low Lavender Yield 


Reports reaching here on lavender 
oil indicated that due to the lack of 
rains the crop is in very bad con- 
dition and only a yield of 35 per 
cent is expected. Should rains ap- 
pear in June they are likely to im- 
prove the situation and perhaps a 
crop 60 per cent of normal can be 
obtained. The result, it is believed, 
will be higher prices. Since lav- 
andin is used quite often in place 
of lavender and the latter crop is 


76 


also impaired it will possibly con- 
tribute to the current strength in lav- 
ender. The other member of the 
family, spike lavender may possibly 
follow since both qualities, the Span- 
ish and the French are not in plen- 
tiful supply. 


Coumarin Steadier 


Further declines in a number of 
aromatic chemicals have led to a de- 
cidedly better feeling regarding the 


outlook. Values of certain articles 


‘are at a level where consuming 


manufacturers should begin to pro- 
vide for a portion of their future re- 
quirements, it is believed. Coumarin 
displayed a slightly steadier tone 
toward the close of the period fol- 
lowing a period of competition which 
forced prices down to a lower level. 


Citrus Oils Advance 


Interest is gradually being turned 
to the citrus oil group. The im- 
proved inquiry for Italian lemon oil 
was accompanied by an advance in 
prices. Because of the hardening 
tendency in the imported oil a num- 
ber of independent producers of Cal- 
ifornia oil have taken on a decided- 
ly firmer view of the market. Many 
of them have withdrawn offers, feel- 
ing that they will get better prices 
for their oil when the heavy consum- 
ing demand gets under way. Al- 
though orange is in a somewhat dif- 
ferent position than lemon, it is like- 
ly that a seasonal improvement in 
consumption will strengthen the mar- 
ket later on. 


Bourbon Vanilla 


The proposed increase in the tax 
on alcohol as well as an advance in 
the basic prices to offset the devalu- 
ation of the franc, brought about a 
demand for Bourbon vanilla beans 
that made it appear to French ship- 
pers that the long expected call for 
vanilla had finally developed from 
America. There was a great deal of 
action in the market but following 


a sharp advance in shipping prices 
the movement finally subsided. Spec- 
ulative interest was quite prominent 
at times thus adding to the confusion 
that developed. 


Peppermint Firmer 


For the first time in several months 
oil peppermint displayed a decided- 
ly firmer tone. The complete rever- 


sal in the trend came about through 
reports of frost damage to the com- 
ing crops. The advices varied con- 
siderably as to the extent of the dam- 
age. Since it is so early in the sea- 
son it is difficult to tell just what ef- 
fect the damage will have by the time 
the mint is ready for cutting. Some 
suppliers point out that should the 
yield be smaller it may not have any 
serious influence on the market es- 
pecially in view of the reduced con- 
sumption of the oil over the past 
year. 

Geranium stood out among the 
floral oils because of declining val- 
ues. More action was noted in the 
market, however, following the re- 
ductions. Soap makers were taking 
fair size quantities for both prompt 
and forward delivery. 


SALES AT LEIPZIG FAIR 

There was an improved demand 
for summer cosmetics at the Leipzig 
Fair but the demand otherwise was 
normal. 

A glass tube designed as a substi- 
tute for the collapsible tube was 
shown. This tube has a small neck 
with plastic screw top closure—the 
bottom being left open for filling. 
After filling the bottom is closed with 
a cork disk which is pushed into the 
tube for ejecting the contents. 

Another novelty, which appeared 
to be selling well, consisted of a 
manicure pencil which resembled a 
fountain pen in design. The barrel 
of this instrument feeds cuticle soften- 
ing fluid to the scraping edge through 
a small slit. 
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in the selection of your 


Established 1890 


WHITTAKER, CLARK. & DANIELS, INC. 
260 West Broadway New York City 


ae / P, 
\ wy i) a7 / . ' a Qur EXH/g. 
* P i <” 74 ly jie) “ Cas 
ree , / > 4y a OLS 
ROR pe G ; 
. RONEN, f: 
4 2) 


“ inne RR] 


(V), ite Lilac | 


>. 
At last a a l lac, true to the flower 
in character, at a price where one 


(ili 


ON Cy 


perfume oil can be used for any 
purpose. 


White Lilac @ $2.50 per Ib. 


POUND WILL CONVINCE YOU. 
WRITE FOR IT TODAY! 


P. R. DREYER INC. 


119 WEST 19th ST., NEW YORK CITY 


LOS ANGELES, CALIF. 

SAN FR IF. NATI, OHIO 
KANSAS CITY, MO. MORE, MD. 
NEW ORLEANS, LA. HOUSTON, TEXAS 
CHICAGO. ILL. DES MOINES, IOWA 
DETROIT, MICH. PHILADELPHIA, PA. 


oil bring to: 
Labels, Window Stickers, Fancy Box 
Wraps, Signs, Display Cards, Seals 
and Advertising Specialties. . . . 
ossings with unique han 


NEW YORK 


ST. LOUIS, MO. 
CINCIN 
BALTI 
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ay @he TABLET & TICKET CO. 
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ESSENTIAL OILS 


Almond Bit., 
. 8.A 
Sweet True 
Apricot Kernel 

Amber rectified 

Amyris balsamifera 

Angelica root ....... 

Anise, U. S. P. . 

Aspic (spike) 7. 
French ; j 

Bay 

Bergamot 

Birch, sweet 

Birchtar, crude .... 

Birchtar, rectified 

Bois de Rose .. 

Cade, U.S. P. . 

Cajeput 

Calamus ......... 

Camphor “white™ 

Cananga, Java native 
rectified . 

Caraway 

Cardamon, Ceylon 


per |b 


Cassia rectified, U. S. P. ie 


Cedar leaf . 

Cedar wood . 

Celery 

Chamomile 

Cinnamon ; 

Citronella, Ceylon .. 
Java 

Cloves Zanzibar . 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Dillseed 

Erigeron 

Eucalyptus 

Fennel, Sweet .. 


Geranium, Rose, Algerian 


Bourbon 
Turkish 

Ginger 

Guaiac (Wood) 


Hemlock 


Juniper Berries. os utasceee 


Juniper Wood . 
Laurel 
Lavender, French 
Lemon, Italian 
Calif. 
Lemongrass 
Limes, distilled . 
expressed 
Linaloe 
Lovage .. 
Marjoram 


Neroli, Bigarde, P......... 


Petale, extra ........ 
Olibanum 
Orange, bitter 
sweet, W. Indian . 
Italian 
Spanish 
Calif. exp . 
Orris root, con. 
Orris root, abs. (oz.) 
Orris Liquid . 
Patchouli y 
Pennyroval Amer. 
French ; 
Peppermint, natural . 
redistilled 
Petitgrain 
French 


78 


. $2.25@ $2.50 


2. 10@ 2.60 
1.00 

35 

55 

3.25 


1.00 


2.10 
33.00 
1.20 
1.00 
26 
12.00 
8.00 
00@ 25.00 
4B 
48 
1.12 
62 
23.00 
1.45 
3.00 
8.50 
3.75 
3.00 
48 
1.30 
4.00 
3.20 
2.65 
7.50 
3.15 
1.25 
1.35 
60 
8.00 
4.75 
3.25@ 4.10 
2.50@ 

4@ 95 
5.50@ 6.00 
8.75@ 10.00 
1.20@ 1.30 


- 60.00@ 70.00 


6.30@ 6.75 


. 115.00@1 30.00 
. 140.00@ 155.00 


5.00@ 5.25 
2.20@ 2.50 
2.10@ 2.35 
2.40@ 3.25 
2.60@ 3.10 
1.50@ 1.75 
5.25@ 5.50 


". 35.00@ 50.00 
- 18.00@ 25.00 


4.00@ 7.50 
1.65@ 1.85 
1.40@ 1.65 
2.10@ 2.20 
2.35 2.60 
1.15@ 1.40 
2.35@ 2.50 


Pimento .... . oe J 6.00 
Pinus Sylvestris -0@ 2.00 
Pumillonis ... ; . 1.90 


Rose, Bulgaria (oz.) es 
Rosemary, French . ne 70 
BEE 6 iisees es ‘55@ ) 
Sage .... .... 145@ = 1.75 
Sage, Clary 25.00@ 30.00 
Sandalwood, East India .. 5.00@ 6.00 
Australia 5.25@ 6.00 
Sassafras, natural 1.00@ 1.35 
artificial .... cea 35@ ~~ «.39 
Spearmint 1.70@ 1.85 
Snake root... 9.50@ 11.00 
Thyme, red ............... .90@ 1.35 
RS .ncccccsosscusesn aa 
Valerian ‘ . 11.00@ 12.50 
Vetivert, Bourbon 5.25@ 7.75 
Java iene 10.00@ 18.00 
Wintergreen 3.35@ 8.00 


Wormseed . 2.75@ 3.50 


Ylang-Ylang, Manila ... 18.00@ 24.00 
Bourbon .... : 7.00 


TERPENELESS OILS 


ORT Cee id, 
Bergamot 9.00@ 14.00 
Clove 3.25@ 5.00 
Coriander - 40.00@ 
Geranium 8.00@ 12.50 
Grapefruit 
Sesquiter peneless 
Lavender 
Lemon 
Lime, ex. 
Orange, sweet 
bitter .. 
Petitgrain 
Rosemary . 
Saga, Clary 
Vetivert, Java 
Ylang-Ylang . 28, 00@ 35.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 2.00@ 
Acetophenone ............. 1.35@ 
Alcohol C 8 . 16.00@ 20. 


.. 8.00@ 12.00 
-. 14.50@ 23.00 
. 52.00@ 70.00 
100.00@ 120.00 
90.00@! 15.00 
3.00@ 3.75 
2508 4.00 


on 


Iioewnn ny 


NNO MN @ & 
SSS8333ssss 


Cc 14 (so-called) 
C 16 (so-called) 
Amy! Acetate 
Amyl Butyrate 
Amyl Cinnamate 
Amyl Cinnamate Aldehyde. . 
Amyl Formate 
Amyl Phenyl Acetate 
Amyl Salicate 
Amyl Valerate 
Anethol 
Anisic Aldehyde 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate an deni 
Benzyl Iso-eugenol ......... 
Benzylidenacetone 


Borneol .. Paes ‘ 2.00 

Bornyl Acetate ... é 5.00 

Bromstyrol J 4.50 

Butyl Acetate 

Butyl Propionate .. 

Butyricaldehyde ; 

Cinnamic Acid ............ 

Cinnamic Alcohol 

Cinnamic Aldehyde ....... 

Cinnamyl Acetate ......... 

Cinnamyl Butyrate 

Cinnamyl Formate 

Citral C. P. .... 

Citronellal .... 

Citronellol 

Citronellyl Acetate 

Coumarin ; 

Cuminic Aldehyde .... 

Diethylphthalate . 

Dimethyl Anthranilate 

Ethyl Acetate 

Ethyl Anthranilate 

Ethyl Benzoate 

Ethyl Butyrate 

Ethyl Cinnamate 

Ethyl Formate 

Ethyl Propionate 

Ethyl Salicylate .. . 

Ethyl Vanillin 

Eucalyptol ... j 75 

Eugenol d 3.00 

Geraniol, dom. ‘ 2.85 

Geranyl Acetate a 3.00 

Geranyl Butyrate J 8.00 

Geranyl Formate id 7.00 

Heliotropin, dom. .20@ 3.00 
foreign .. 35@ 2.50 

Hydratopic Aldehyde 27.50 

Hydroxycitronellal J 6.50 

EL Te cp eeeeeenes (oz.) 1. 4.25 

lso-borneol 30@ 

Iso-butyl Acetate i 2.65 

Iso-butyl Benzoate 75@ 3.25 

Iso-butyl Salicylate , 5.50 

lso-eugenol ; 3.60 

Iso-safrol / 

Linaloo! i 4.75 

Linalyl Acetate 90% .25@ 3.50 

Linelyl Anthranilate ........ 

Linalyl Benzoate 

Linalyl Formate 12.00 


Menthol, Japan ........... 3. 3.20 
Synthetic ..... ceccss: a Ce 
Methyl Acetophenone. ite 2.00 
Methyl Anthranilate ....... 2.25@ 2.75 
Methyl Benzoate .75@ 1.75 
Methyl Cinnamate ......... 3.25@ 4.00 
ee Eugenol , 6.75 
Methyl Heptenone ........ ‘ 4.50 
Methyl Heptine Carbonate. . 28.00 
Methyl Iso-eugenol > 11.50 
Methyl Octine Carbonate .. 26. 32.00 
Methyl Paracresol ; 5.25 
Methyl Phenylacetate 10@ 2.75 
Methyl Salicylate : 50 
Musk Ambrette F 3.65 
3.80 

1.25 


1.55@ 1.80 
» 48.00 


35.00@ 40.00 


3.60@ 5.25 
2.50@ 3.50 


Nerolin (ethyl ester) 

Nonyl Acetate ............ 

Octyl Acetate . 

Paracresol Acetate 

Paracresol Methyl Ether .... 

Paracresol Phenyl-Acetate .. 7.50@ 12.00 

Phenylacetaldehyde 50%.... 2.25@ 4.75 
100%, . 5.00@ 8.50 

(Continued on page 80) 
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AN AMAZING 
NEW SOAPLESS 
SHAMPOO 











It’s new! It’s different! Not a 
SOAP—not an OIL. NO PATENT 
INFRINGEMENT. Watch your 
sales increase after your first 
order of this sensational and dif- 
ferent shampoo that removes dand- 
ruff and leaves hair soft, glossy, 
and easy to set. 


WRITE TODAY 
FOR PRICES and SAMPLES 


FLASH!! 


ASK ABOUT OUR CLEANSING PADS 
AND THE POPULAR LIQUID 
BUBBLE BATH. 


SOLO LABORATORIES, INC. 
3450 W. Lake Street Chicago, Illinois 














Beehive Brand 
Gives Better 
Results 

































INTERESTED IN 


ECONOMIZING?|, 


} || ©Beehive Brand Beeswax is sun-and-air 
/ 


yleached in our own modernly arranged 
YOU CAN DO IT WITH AN|| we ape so 


and equipped bleachery—a method that 


| is slower and more costly, but infinitely 
E h T FE | | better than ordinary chemical bleaching. 
¢ Our own expert buyers select the finest 
HAND BOTTLE CAPPER 


grade of crude beeswax. It is critically 
It enables you to speed up production at less 
cost. There is no installation or maintenance 
cost. The small initial cost is only $9.75. 
































examined at the source and again care- 
fully tested for purity and quality by 
our skilled chemists. 





















* Beehive Brand Beeswax is refined by 
methods traditional with Will & 


Each stroke of the arm caps a bottle. There Baumer and yet scientifically modern. 


is no wrist motion. No operator fatigue... . 
Is fast and positive. Each cap is screwed 
securely, yet is easy for consumer to remove. 


© Beehive Brand has been the standard 
of quality for years and is the basis of 


; ; quality in many fine creams. Investi- 
You can use it with any screw cap up to ‘ 


43 m/m. Various size chucks are interchange- 
able. Send sample caps with order or write 
at once for complete details. 


gate the possibilities for improvement 
in your products. Write for further 
information to: 


Dept. A-7 
ERTEL ENGINEERING CORPORATION WILL & BAUMER CANDLE CO., INC. 
Established 1855 Syracuse, New York 
DEPARTMENT F ‘ ‘ 
Spermaceti Ceresine Yellow Beeswax 
120 EAST |éth STREET, NEW YORK, N. Y. Composition Waxes Hydistear Red Oil 








Stearic Acid 





Manufacturers and Designers of Liquid Handling 


Equipment . . . Asbestos Disk Filters . . . Neutral a y ; 
Asbestos Filter Disks . . . Portable Mixers . . . Bottle | — \- vf \ Ps 


Fillers . . . Glass lined and Stainless Stee! Tanks. 
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(Continued from page 78) 


Phenylacetic Acid . 

Phenylethy! Acetate 

Phenylethyl Alcohol 

Phenylethyl Anthranilate 

Phenylethyl Butyrate .. 

Phenyl Formate . 

Phenylethyl Propionate 

Phenyl Valerianate 

Phenylpropyl Acet. . 

Phenylpropyl Alcohol . 

Phenylpropyl Aldehyde . 

Rhodinol 

Safrol 

Santaly! Acetate ‘ 

Skatol C. P. 

Styralyl Acetate 

Styralyl Alcohol 

Terpenyl Acetate ....... 

Terpineol, C. P. 

Thymene 

Thymol . , 

Vanillin (clove oil) 
(quaicol) 

Vetiveryl Acetate 
Violet Ketone _— es 
| ere is 

Methyl 


2.25@ 4.00 

2.95@ 5.60 

2.50@ 4.25 
. 16.00@ 


8.25@ 


12.00 


. 12.50@ 18.00 


7.00@ 
. 16.00@ 
. 8.00@ 
4.50@ 
6.75@ 
7.00@ 


Yara Yara (methyl ester) sg 


BEANS 
Tonka Beans, Surinam 
Angostura 
Vanilla Beans 
Mexican, whole ....... 
Mexican, cut 
Bourbon, whole 
South American 


Almond meal . 

Ambergris, ounce 

Balsam, Copaiba 
Peru 


U.S.P. POWDERED CASTILE SOAP 


POWDERED NEUTRAL SOAP 
SHAMPOOS (Liquid Only) 


Send 


7.75 


11.00 
8.35 
11.00 
13.00 
58 


8.50 
13.00 


COCONUT 


Spec 


for 


Tolu 
Beeswax, 
yellow 
Bismuth sub-nitrate : 
Borax, crystals, carlot, ton 
Boric Acid, ton . 
Calamine . ; 
Calcium, phosphate ‘ 
Phosphate, tri-basic 
Camphor 
Castoreum 
Cetyl Alcohol 
Pure .... 
Chalk, precip. 
Cherry laurel water, 
Citric acid 
Civet, ounce 
Clay, Colloidal 
Cocoa butter lump .. 
Cyclohexanol (Hexalin) 
Fuller's Earth, ton . 
Glycerine, C. P. drms 
Gum Arabic white 
Amber soace 
Gum Benzoin, Siam 
Sumatra 
Gum galbanum 
Gum myrhh .... 
Henna, powd. 
Kaolin . 
Labdanum es 
Lanolin, hydrous . 
anhydrous 


white 


in : 


Magnesium, Carbonate 4 


Stearate 
Musk, ounce 
Oilbanum, tears 

siftings 
Orange flower water, ‘gal. 
Orris root, powd. 

Paraffin 

Petrolatum, white 
Quince seed 
Rice starch . 
Rose leaves, 


red 


OLIVE 


ially prepared 


-50 
42 
.30 


48@ 
. 329@ 
.25'2@ 
1.13@ 


. 48.00@ 58.00 
. 125.00@ 140.00 
$.16@  .20 
08@ .083, 
13@ = «15 
54@ .60 
. 16.00@ 20.00 
75@ 1.50 
- 190@ 2.15 
.03!/r@ .06!/5 
4.75@ 5.25 
. .23'/y 
6.85 


OIL 


for 


CLARITY ASSURED 


price 


list 


and 


Rose water, din. 

Rosin, M. bbls. 

Salicylic acid 

Saponin 

Soap, neutral white . 

Sodium, Carb. 
58% light, 


pounds 


Silicate, 40° , drums, works, 100 


pounds . 
Spermaceti 
Styrax . 
Tartaric acid 
Titanium oxide . 
Tragacanth, No. 
Triethanolamine 
Violet flowers . 


100 pounds 
Hydroxide, 76% solid, 


4.715@ 
5.60@ 


40@ 
1.70@ 
19@ 


1.35@ 
2.60@ 


.80@ 
.25@ 


48@ 
26/4@ 


100 


Zine oxide, U. S. P. bbls. 


Peroxide ... 
Stearate 


OILS AND FATS 


Tallow, N. Y. C. extra 
Grease white 
Lard 

Coconut Oil, 
Corn Oil, 


tanks 


White, drums 
Stearic acid 
Triple pressed 
Saponified 
Castor No. | 
Coconut, Manila 
tanks 
Corn, crude, 
mill, tanks 
Cotton, crude, 
tanks . 
Lard, common “No. 
Palm, Niger, casks 
Palm, kernel, tanks 
Peanut Refined, barrels 
Tallow, acidless, 


CASTILE 


repackaging 


samples 


KRANICH “ear COMPANY, 


54-60 RICHARDS STREET 


barrels 


$ 04% @ 


05'/, 


distilled, bbls. 
Red Oil, distilled, tanks 


Grade, 
Midwest 
Southeast, 


| bbls. . 


INC. 


45 
1.75 
23 


2.35 
3.75 


1.20 
.28 
2.00 
27% 
.22 
3.50 
-50 
1.15 
AS 
1.75 
.28 


Nominal 


10% 
093/, 


Nominal 
Nominal 


14% 
15 


BROOKLYN, NEW YORK 
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SUNBLEACHED BEESWAX ia 


This is a photo of our Beeswax plant taken by the 
FAIRCHILD AERIAL SURVEYS, INC. It 
shows the factory together with the many large 
bleaching racks, which have a capacity of 100,000 
lbs. of beeswax, making this plant the largest of 
its kind in the world. 

Our sun-bleaching method. of which we have over 
80 years experience, does not bring the beeswax 


KOSTER KEUNEN 


into contact with any chemicals, either before, 
during or after the bleaching process. It simply 
oxidizes the coloring matter of the yellow beeswax 
completely, without changing the natural proper- 
ties of the crude beeswax. 

This method of bleaching is your guarantee that 
the finished product will remain the same indefi- 
nitely, that it will produce the most stable creams. 
SAYVILLE 

(LONG ISLAND) 

NEW YORK 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 
ELSEWHERE IN THE U.S.A., BY KUHNE-LIBBY CO., 544 FRONT ST., NEW YORK, N. Y. 


ABONITA QUALITY 
FACE POWDERS 


HIGHEST QUALITY — ALL SHADES 


Supplying Discriminating Trade Desiring 
the Finest that can be Manufactured 


COSMETIC SPECIALISTS 


5 . TRULY INDELIBLE 
,) HIGH - TEST LIPSTICKS 
y es HANDMADE 
) AS; ROUGES 
ntti A PERFECT 
z wa CREME ROUGES 
ff / COSMETIQUE (Mascara) 
EYEBROW PENCILS 
EYE SHADOWS 
BULK OR PACKAGED e PUREST, HIGH- 
( EST QUALITY e FULLY GUARANTEED 


TAP-IT-PAC LOOSE POWDER VANITIES 


ABONITA COMPANY, INC. 


33 years of Quality Service to the Manufacturing Trade 


24 TO 30 S. CLINTON ST., CHICAGO, ILL. 
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MODEL: S: IMPROVED 
WORLD 
LABELER 


The most flexible labeling machine. Easily 
equipped for labeling any size bottle or 
jar. Many exclusive mechanical features, 
developed by manufacturing experience 
of more than thirty-five years. 


Economic Machinery Company 
WORCESTER, MASS. 


Makers of complete line of automatic 
and semi-automatic labelers. 











GET FULL DETAILS AT ONCE 


ON THE NEW 


No. Z Motor Driven 


ROTARY TABLET MACHINE 


single punch, 700 tablets per minute 





triple punch, 2100 tablets per minute 


The Rotary Table carries a set of 25 Punches 
and Dies. Operating at maximum speed with 
single punches, you can produce 700 tablets 
per minute. When arranged for triple 
punches and dies and operating at maximum 
speed, you can produce 2100 tablets per 
minute. All triple punches and dies are in 
straight line following each other, insuring 
uniform feed in all die openings. 7/16” is 
maximum diameter recommended for triple 
operation. 








These construction features: 


(1) New design shoe gives diagonal crisscross feed as well 
as straight line—insures full dies, prevents granulation 
from separating. 
Special feed arrangement draws material into dies—all 
dies over-filled excess being pushed out before com- 
pression, important in compressing many materials. 
Rotary Table rests on ball thrust bearings (constantly 
bathed in oil). 
Motor Drive with Reeves Variable Speed Pulleys— 
built into base of machine, housed away from all dust. 
Pressure adjustment on upper punches permits location 
of several positions in compression in upper part of dies 
—prevents excessive capping—dies may be reversed, 
increases their life. 
Power Drive-Combination Worm and Gear. 
Hopper arranged with gate to regulate flow to feed 
shoe for different size tablets and different materials. 
Get full details at once—write today! 


ARTHUR COLTON Co. 


2606 JEFFERSON AVENUE EAST 
sever OTT MiCHIG AN 


Headquarters for a complete line of Pharma- 
ceutical Machinery. We solicit your inquiries 


(2) 


(3) 
(4) 
(5) 


(6) 
(7) 
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TRY THISNEW @yap2licator Package 





with the new applicator 


SOR INCREASING SALES 


The bottle 



































is our No. 7220 
Perfection Design—a square 
oblong shape—furnished in 
1 oz. and 2 oz. sizes. 






The new applicator (No. 2800) 
has a black rod, instead of the 
usual glass rod. This shows up 
better in the liquid—and gives 
the applicator better display 
and use value. Length of rod 
is determined by size of the 
package. 







GLASS 
PRODUCTS 
COMPANY 


GLASSWARE 


You'll want samples 






and prices immedi- 





ately. Write today! 





VINELAND. NEW JERSEY 





SO YOU WANT TO KNOW 


WHERE | BUY MY RAW 
MATERIALS ? EVER SEE 
THAT AD CAPTIONE DO 


re. ee 


rg’ c 
A yy) 
Oy ee vy eae 





THAT'S RIGHT. 
GUESSED 


you've 
iT-!' BUY FROM 
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S.D. ALCOHOLS 


One hundred years of experience behind U.S.I. products assure you of consistent purity. Fifteen U.S.I. sales divi- 
sions throughout the country are your guarantee of prompt deliveries and ready service. Insure yourself with this 


double protection—uniform products and efficient service—by specifying U.S.I. alcohols. 


LU. S. INDUSTRIAL ALCOHOL ED. Ceancues mace menecrt Tore 


World’s Largest Producers of Industrial Alcohol 


PK. SHIPROFE & C0. 


Kazanlik Bulgaria 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches iw principal cities) 


| 


1840 


dILVYOdYOONI 


TTO" ROSE 


SHIPKOFF'S OTTO of ROSE® 


¢ Own Distillation . . . is always uniform 


ESTABLISHED 


ZE6l 


and of one quality only ... the BEST 


Distributing depots: @® NEW YORK e@ LONDON 
PARIS + GRASSE * HAMBURG 


. 
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Marketing Expert & Sales Promoter —— 


WM. HENRY GOULD 


invites inquiries from Cosmetic and Perfume Manufacturers 
who want to obtain larger distribution and to increase their 
sales through present retail channels. Fee or concession 
based from increased business. Confidential advice. 


write Wm. Henry Gould 114 kast 32nd St, N.Y. C,, phone LEx. 2-256] 





BEESWAX 


Our flaked Ceresine, 
Carnauba, Japan Wax, 
and Candelilla also 
meet every quality 
standard. 


ae 


Pure White . Extra Quality 
U. S. P. and 100% Pure 


Theodor Leonhard Wax Co. 


HALEDON ° PATERSON, NEW SERSEY 


Long Distance telephone St., Chicago. Over 85 years 
SHerwood 2-1444. Western of continuous business in 
distributor; A. C. Drury & the United States. Estab- 
Co., 219 E. North Water lished 1852. 


VAN DYK & CO. 


Incorporated 1904 


MANUFAGTURERS OF RAW MATERIAL FOR 
PERFUMING . . . COSMETICS . . . FLAVORING 
_ Executive iii bed Works 
57 Wilkinson Ave., Jersey City, N, J. 
Los Angeles Office: 1282 Sunset Boulevard 


Our monthly magazine, ‘Progressive Perfum- 
ery and Cosmetics”, sent free on request, 


WE SUPPLY THESE BOOKS 


American Soap Maker’s Guide (Meerbott & Stanislaus) $7.75 
Basic Science of Hair Treatments (F. E. Wall)..... 2.65 


Chemical Formulary (Bennett), Vol. I ghiasaw 6.25 
Vol. II 5S iba , ens 
Vol. III vee es 6.25 


Chemistry of Essential Oils and Artificial Perfumes 
(Parry), Vol. I : 


Cosmetic Formulary (Bennett & others) 
Cosmetics and Your Skin (Dr. Herman Goodman).. 
Cream of Beauty (H. S. Redgrove) 


Custom House Guide, 1937 Edition (7 volumes in 1), 
including Port Sections, Reciprocal Trade Agree- 
ments, Import Commodities Index, Customs Tariff 
Act, Customs Regulations. American Import & 
Export Bulletin, monthly supplement 


Cyclopedia of Perfumery, Vols. I and II (Parry).... 10.40 


Die Moderne Parfumerie (Mann-Winter) 
In German 


Flavors and Essences (Gazan) 
Flavouring Materials, Natural and Synthetic (Clarke) 3.15 
Formulaire de Parfumerie—Vol. 3 (Cerbelaud....Fr.220.00 


Handbuch der Gesamten Parfumerie und Kosmetik 
(Winter) in German 


How to Sell Cosmetics (Edyth T. McLeod) 
Industrial Chemistry of Fats and Waxes (Hilditch).. 6.24 
Le Livre du Parfumeur (Cola) in French Fr.500.00 


Lexicon der Kosmetischen Praxis (R. Volk and 
Dr. Fred. Winter) 


Manual for the Essence Industry (Walter) 
Liquor Chapters Supplement 


Above prices include postage in United States and Canada 


84 


Marketing Cosmetics (Mayham).. 

Modern Cosmetics (Chilson) 

Modern Soap Making (Thomssen & Kemp) 
National Formulary, VI 

Non-Intoxicants (Nowak) 

Paint, Powder and Patches (H. S. Redgrove) 


Perfumes, Cosmetics and Soaps (Poucher) 
Vol. I, Fourth Edition 
Vol. II, Fifth Edition 
Vol. III, Fifth Edition 


Practical Flavoring Extract Maker (Kessler) 
Preparation of Perfumes and Cosmetics (Durvelle).. 10.30 


Record of Specially Denatured Alcohol (H. W. Eddy) 
Cloth Bound, 150 pages 


Riechstoffe and Parfumierungstechnik (Winter) 
In German 


Scent and All About It (H. S. Redgrove) 
Scientific American Cyclopedia of Formulas 
Soap (Simmons) 

Spices and Condiments (H. S. Redgrove) 


Treatment of Common Skin Diseases (Dr. Herman 
Goodman) 


Truth bout Cosmetics (McDonough) 


Twentieth Century Book of Recipes, Formulas and 
Processes 


U. S. Dispensatery, XXII 
U. S. Pharmacopoeia, XI 


Volatile Oils, The (Gildemeister-Hoffman), Vol. II.. 10.30 
Vol. III. 10.30 


rices quoted in foreign exchange subject to rate of exchange on day of receipt of order 
remit with order 


ROBBINS PUBLICATION BOOK SERVIC 


9 East 38th Street, New York City 


The American Perfumer 






































Haven't you felt the need for a new and practi-g, 
cal formulary on cosmetics? Well, here it is! 


THE 





osmettic 


ormu la ry 


VOLUME 1 


by H. Bennett . . . $3.90 postpaid! 


This is the latest, most comprehensive com- 
pilation of practical commercial and experi- 
mental cosmetic manufacture. No theory. 
For the chemist, manufacturer, student, ex- 
perimentater and all interested in cosmetics. 
Hundreds of valuable formulae. Working 
methods and equipment thoroughly covered. 
A section gives sources of raw materials, 
including trade names and rarer products. 
Compiled by the Editor-in-Chief of THE 
CHEMICAL FORMULARY and a board of 
leading cosmetic chemists and technicians. 



























OR YOU MAY 


NEED ONE OF THESE BOOKS 


THE CHEMISTRY OF ESSENTIAL OILS & ARTIFICIAL PERFUMES. 


By E. J. Parry. 4th revised and enlarged edition. Exhaustive 
discussion of the essential oils and perfumes. Brings all in- 
formation up to date. . . . Vol. I—Monographs on Essential Oils. 
$12.30 postpaid. . . . Vol. Il—The Essential Oils and Its Odour. 
Constituents of Essential Oils, Synthetic Perfumes and Isolated 
Aromatics. Analysis of Essential Oils. $10.30 postpaid. 


THE ART OF SOAP-MAKING. By A. Watt. A practical handbook 
of the manufacture of hard and soft soaps, toilet soaps, etc., 


including an appendix of modern candle-making. . $3.90 
postpaid. 


PERFUMES, ESSENTIAL OILS AND FRUIT ESSENCES. By G. Martin. 


Used for soaps and other toilet preparations. Concise, practical. 
. Includes their chief constants, methods of analysis, and 


numerous recipes, for the chief perfuming mixtures. . . . $5.25 
postpaid. 
COSMETICS AND HOW TO MAKE THEM. By R. Bushby. Simple 


theory, elemental principles, and practical methods on which the 
beginner can build up a structure of detailed knowledge. . . . 
$1.60 postpaid. 


A CYCLOPEDIA OF PERFUMERY. By E. J. Parry. Deals exhaustively 
with both natural and synthetic raw materials, their origin, 
uses and characters, methods of manufacture, and analysis. The 
general characters of synthetic perfumes are indicated so as to 
aid the perfumer in building up his own formulae, instead of 
attempting to copy published formulae. Other subjects covered: 
Development of the Perfume in the plant; Theory of Distillation; 
Relationship of Odour to Chemical Constitution, etc., etc. .. . 
$10.40 postpaid. 


BEAUTY CULTURE. By Mme. LeClair. A systematic method of teaching. 
Gives both theory and practical work. . . . $3.5@ pestpaid. 






THE ART AND CRAFT OF HAIR DRESSING. By G. A Foan. A 
complete textbook. Fully describes and illustrates every modern 
treatment. Separate sections devoted to ladies’, gentlemen’s, 
and childrens hairdressing, artificial hairdressing, hair-weaving 
and tinting, massage and beauty culture, manicure, theatrical 
and cinema hairdressing and make-up, hair pathology, recipes, 
hygiene, organization and advertising, etc. Unusually well illus- 
trated. . . . $15.40 postpaid 


SEND REMITTANCE WITH YOUR ORDER FOR ANY 
OF THE ABOVE BOOKS. FOREIGN POSTAGE EXTRA. 












ROBBINS PUBLICATIONS BOOK SERVICE 
9 EAST 38th ST., NEW YORK, N. Y. 












June, 1938 
























oenrceerererere™ 


| s-_N ° . sa 

Tegin. a vegetable wax, for making oil-in-water 
* 

Also 


neutral creams (no saponification necessary ). 


Tego Sfearate—e use as emulsifier 


for those creams where limited cost does not allow the use 


of TEGIN. 


Tegin P-. chemically pure wax-like base. 


| produces liquid or cream emulsions of oil-in-water type. 


greaseless creams, lotions, ointments. for modern 


Also a preferred base for brushless shaving creams. 


* 
Tegacid the emulsifier in greaseless deodor- 


ant creams, acid vanishing creams, lemon creams and per- 


oxide creams. 


Protegin eX oe Lanolin Absorption 


Base. 


Odorless. The emulsifier in soapless tissue and 


cold creams. 

7 egolan. an economical source of cholesterin 
e 

for creams and lotions. Contains 33% free and 7% com- 

bined cholesterin giving it a cholesterin value of 40%. 


Tegosept M (methyl p-hydroxybenzoate ) 


preservative for gum and quince lotions and all grease- 


less products. 


A egosept P (propyl p-hydroxybenzoate } 
anti-oxidant for creams and all preparations containing 


oils. 


Experimental samples and proven 
sent 


formulae upon request 














| ™ GOLDSCHMIDT ©P- 


se 


















WAVERLY PLACE. ¢ NEW YORK 


BRANCHES: 
PERMITE Mi bibsccdcecdiedaccdesesaseuceacuesedes 432 MARIETTA STREET, N. W. 
Fe hebben es cedcseccvoudecdsenscctedcdccdnesssecnet 80 BOYLSTON STREET 





GROG isiiccccccicce. ecddvenbecdkteccebenedveneuna 325 WEST HURON STREET 
GA As dacs F6:5i sch. ce nse cadscns cd cnese«nded eu nele eee ne eee 
ST. LOUIS.... ...4910 WEST PINE BLVD. 
TORONTO 





.372 BAY STREET 





85 

















Consorzia Provinciale Agrumicultura 


Continental Can Co.... 


Ds Laire, Fabriques.......00s0cc0. 
Dodge RO eee 
SS ee 
OE 8 eS ae ee 
Du Pont de Nemours and Company. 
Dupont, Justin 
Duval, Compagnie 


Economic Machinery Co........... 
Ertel Engineering Corp............ 


tn 


Inc 


Felton Chem. Co.., 
Firmenich & Co., 





IMPALPABLE « PROCESSED } fy i ‘i 





PARK-MURRAY BLDG.., 


.Insert facing 5 


es 81 
Allen & Sons, Ltd., Stafford........ . 
Aluminum Co. of America......... 
eee Bek Ge... o ove0555.000s00% 13 
American Aluminum Ware Co.... 
American Perfumers’ Laboratories 

Inc. SOHC SEO SEES Oo OSES EE EEE EES 18 
Art Tube | NRE aay ay nk 
Atlantic Refining Co.............. 82 
GI WOMORE oc cacescesecsevs 71 
AP NS GE Bic sé sense ekwees 82 
Batsouroff & Co... .......cccccceee 2 
SEE POSREIERIOR. 5 ccccicacccsesce —- 
merase Goods Bite. Co.......000s0s 8 
Bridgeport Metal Goods Mfg. Co 

Dh cticce ssh kis knees scuea & 20 
Ss We Rae WD WE hes kiss cess 1-71 
California Fruit Growers Exchange. 9 
Camilli, Albert & Lalone.......... - 
NN ios Saw ics widen ees 
Carr-Lowrey OS eee 14 
Charabot & Co....... Inside Back Cover 
Chrystal Co., Inc., Charles B....... 86 
Citrus & Allied Essential Oils, Inc... — 
Classified Advertisements ......... 87 
Colgate-Palmolive-Peet Co. ....... 82 
ee ee See 82 
Consolidated Fruit Jar Co.......... 87 
Consolidated Products Co., Inc..... 





KAOLIN”) e 
ZINC STEARATE e 


Tew ee ee 


INDEX TU ADVERTISERS 





Fischbeck Co., Inc., Chas.......... 67 
Florasynth Laboratories, Inc....... 19 
Franks Chemical Products Co...... — 
Fritzsche Bros., Inc. 


Insert Between 8 and 9 


Gonetal Drag Go.....ccccccscscee 55 
Givaudan-Delawanna Inc. 
Insert Between 16 and 17 


Glass Products Co.......ccccsscee 82 
Goldschmidt Corp., The........... 85 
ee eee er 84 
Harkness & Cowing Co............ 82 
Hazel-Atlas Glass Co.............. ll 
SE ae eee ee 69 
Helfrich Laboratories ............ 12 
Helfrich Laboratories of Canada 

UE mae lois okies «Bulg wile kine We 12 
Helfrich Laboratories of N. Y. Ine.. 12 
IE on Gain oy eben crauune eee 87 
Interstate Color Co................ -- 
ee ee Back Cover 
ON ES Sa 3 
Klinker Mfg. BARA oWsaedeae wanna 73 
Te re 81 
mene Bea Ge... ise secccwvcies 80 
La Parfumerie Moderne........... 
Leeben Chemical Co., Inc.......... 
Leonhard Wax Co.. Inc., Theodor... 84 
Les Parfumes de France.......... - 
Lockwood Bracket Co............. 82 
Lueders & Co., George............ 
Magnus Mabee & Reynard, Inc..... 59 
Maryland Glass Corp............. 17 
Mathieu, Inc., Chas............... 
NE ee ee 65 
Mero, J., and Boyveau............ 1-5 
Sy EPP errr or re 
New England Collapsible Tube Co.. 24 
Norda Essential Oil & Chemical Co.., 

TE thats Baia a nace ate haps 10 


The... 


Northwestern Chemical Co.. 





a FRENCH . RIENTAL 


IMPORTERS ¢ 





EXPORTERS 





Orbis Promucts Corp... -i..caceess -— 
Owens-Illinois Glass Co.. The cccece 16 
eer _- 
Pappazoglou, Botu D 
Inside Front Cover 
Parento, Inc., Compagnie.......... 15 
Parfumeries de Se ills ans 
Insert Between 8 and 9 
i Rr re rr 71 
Pfaltz, Harry ¥ ict wircrp tee are Kiare elders — 
Revson Co., R. Ps caabite a inka awesome = 
~ IS MS sa 85g wig Or -- 
Ne > eee — 
Renal Riis Ma ee Piss s vie ceo kawea 63 
Sanderson & Sons, W ec ccececcccccece 4-5 
Bemmemel & Co., BC... 060050006 21 
Scovill Manufacturing Co.......... 22 
Sherwood Petroleum Co. ......... —- 
ee a A aero 83 
BE IR ie vale cance eamens 82 
Soap, Perfumery & Cosmetics..... — 
Société des Chimique Usines Rhone 
NO re sri ay Sis aveiany: ane WO — 
Solo Laboratories, Inc............. 79 
er 75 
Stilwell & Co., Inc., Arthur A...... 75 
Swindell Bros., Inc... ....0scsccses — 
Tablet & Ticket Co., The.......... 77 
Thurston & Braidich.............. 82 
Tombarel Fréres ....... Insert facing 57 


Tombarel Products Corp. 
Insert facing 57 


Turner White Metal Co.. Inc....... 51 
Ungerer & Co....... Inside Front Cover 


and Inside Back Cover 


U. S. Industrial Aleohol Company.. 83 
U. S. Industrial Chemical Co., Inc.. 83 
Van Ameringen-Haebler. Inec....... 6-7 
ee ee errs 84 
White Metal Mfg. Co.............. 61 
Whittaker, Clark & Daniel. Inec.... 77 
Will & Baumer Candle Co., Inc.... 79 
a oe) Front Cover 








aie 
FACE 
POWDERS 


AMERICAN 





CANADIAN e 
e MILL AGENTS 











PRECIPITATED CHALK 
CHINA CLAY e 





tn 


e ZINC OXIDE e 
RICE STARCH  e 


anaes 






MAGNESIA 
FULLER'S EARTH 






| pees 2 er 





STP ur oh A a4 40 brie: 


NEW YORK, N.Y. 


JERSEY CITY 






The American Perfumer 























TRITHPFUL SERVECSE 






837-839 TENTH AVE. 
rors lo Labels, new york city, n. ¥. 
(Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS 
Name 


METAL - EABOSSED 
ENGRAVED 
-DIE STAMPING FOR BOXMAKERS 




































Address 
City 











CLASSIFIED ADVERTISEMENTS | 


The rates for advertisements in this section are as follows: | 
Business Opportunities, $1.00 per line per insertion; Situ- | 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 

THE AMERICAN PERFUMER, 9 East 38th St., New York 









From New York 


to Bombay 
Consolidated’s Guaranteed Good Rebuilt 


Equipment is giving satisfactory service. 


We're prepared to serve You, too! 


SELECTED SPECIALS 
2—World Rotary Automatic Labelers. 
8—World, Ermold and National semi-auto. motor driven Labelers. 
i—World Automatic straight line Duplex Labeler. 

i—Pneumatic Seale Automatic Screw Capper; 4 Kramer, semi-automatic. 












BUSINESS OPPORTU NITY 








FRENCH PERFUMER. COMPLETE TECHNICIAN. ALL 
KINDS COMPOUND PERFUMES. SPECIALIST IN CREA- 
TIONS AND REPRODUCTIONS OF PARIS LUXURY PER- 
FUMES. HIGH REFERENCES. SERIOUS PERSONAL 
DOCUMENTATION. WISHES TO HELP AMERICAN FIRM 
IN FRANCE PREFERRED. SEND DETAILED PROPOSALS je Serew 

TO BOX 2297, THE AMERICAN PERFUMER. me oy oe oe eee 


_ 2—Samco Jr. 6 spout Vacuum straight line Fillers. 
5—Gravity and Vacuum Bottle Fillers, 2 to 6 spout. 
i—National MG Powder Filler and Weigher. 






















































“HEL P WANTED 





2—Ferguson Carton Wax Wrappers. 







WANTED— Active ond well-connected Agent to sell Perfume Com- TABLET . 7 hk on 2 A" ne 2's — 
pounds and Flavouring Essences. Write full particulars to A. ae ae 4  bebedhes fart " r beatahes che comk 
Saalfe Id & Co., Ei ast enter Street, I ondon, E.1 , Eng land. Vo" 





2. 
Dry Powder Sifters and Mixers, lab. size to 4000 Ib. capacity. 
i—Urie Universal Tube or Jar Filler, motor driven. 
2—-Karl Kiefer Visco Piston type Jar Fillers. 
2—200 gal. Glass Lined Jacketed Kettles; 2—250 gal. Agitated; 
4—350 gal. jacketed. 
i—200 gal. Pfaudler Glass Lined Storage Tank. 
5—Pony Mixers, Day and Ross makes, 8, 15, and 40 gal. 
MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 
Grinders, Sifters, Screens, Colloid Mills, Filters, Filter Presses, Coat- 
ing Pans, Pill Mass Mixers, Pot Mills, Tanks, rei Agitators, Pumps, 
Boilers, ete. SEND FOR COMPLETE BULLET 


What have you for sale ? Send us a list. 
We Buy and Sell from a Single Item to a Complete Plant. 


PRC OT ee 


14-15 Park Row <¥ New York, N. ¥ 
write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. Warehouse and Shops: 335 Doremus Avenue, Newark, N 





















SITUAT IONS _WAN TE D 














PERFI MER, expe aperieneed in creation and duplic ation of perfume, 
for part time. Natural gift, cannot be acquired from books. Write 
Box 2298, The American Perfumer.. 































want to register a TRADE MARK ? 









Want to make your life a 
financial success? Then read 


i CONTROLLING 
| YOUR PERSONAL FINANCES 
by David F. Owens 


A practical, workable book. Takes you step-by-step 
|| from your first family budget, through buying and 
| maintaining a home, to the problems of investment, 
savings, —— wills, trusts, ete. You can sit 
down the first evening you have it and take imme- 
|| diate steps toward putting your personal finances on 
|| a sound basis. 

Only $2.90 postpaid. Order from 
ROBBINS PUBLICATIONS BOOK SERVICE 
9 E. 38th St., New York 






















ONSOLIDATED 
Established 1858 FRUIT JAR co. 


NEW BRUNSWICK, NEW JERSEY 


COLLAPSIBLE TUBES . SHEET METAL GOODS 
CORK TOPS . SPRINKLER TOPS . DOSE CAPS 
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REPEAT 
OFFER 


SO MANY COSMETIC ADVERTISING AND SALES EX- 
ECUTIVES TOOK ADVANTAGE OF OUR SPECIAL 
INTRODUCTORY OFFER THAT WE AGAIN REPEAT [T 
—SO OTHERS MAY PROFIT FROM IT. 


By advertising copy ... specializing on expert interpretation 
of the many confusing trends in legislation, advertising 


and sales strategy which affect the job of marketing. It 





you can now get a full year’s subscription to will enable you to use all modern developments in adver- 

Advertising & Selling—a magazine which, in tising to market your cosmetics at a profit. 

fourteen years, has achieved unquestioned 

leadership. NEARLY 1,500 NEW SUBSCRIBERS 
SINCE JANUARY 1ST 


FOR A LIMITED TIME ONLY This stampede of new subscribers is dramatic evidence of 
how important the monthly ADVERTISING & SELLING 


to introduce you to this practical and educational adver- ey ee ey ey ae ee ee 


ising < ale agazine—whic i > January issue . . 
tising and sales magazine—which with the January issue and advertising expenditures. 


This Half-Price Offer Saves You $1—The regular price 


is $2. Yet for only $1 you get all 12 monthly issues for 


became a monthly (instead of fortnightly) publication. 


As a monthly it is . . . giving a more complete visual a 
eneguitn anlesl sialaiiiad a year—plus the important extra “Annual Advertising 
presentation of new photographic, printing, engraving ; é 
and other important mechanics of advertising and selling Awards Number” which is published in February each 
; ; rear. 

. encouraging and promoting, by observation and repro- _ 


duction, a more careful and intelligent study and use of Don’t delay! Use the coupon today! 


A FEW Reader Comments. on 


RE A SE ANNE REN I NN SN a 
recent issues: “Tops all magazines 


ADVERTISING & SELLING 


9 EAST 38TH STREET, NEW YORK, N. Y. 


dealing with advertising and selling” 


“An achievement of the first 


rank” . . . “Fresh, piquant, authentic- Please start my subscription immediately for a year to ADVERTISING 
ally authoritative” . . . “A typograph- & SELLING as per your Special $1 Introductory Offer to the 
ical and mental feast” .. . “The best cosmetic industry. 


single issue of an idea magazine I’ve 
ever seen” . .. You'll have all the Foreign postage $1.00 extra yearly. 


other publications cry for help” 


] $1.00 enclosed. [] Will remit $1.00 on receipt of bill. | 


“ ; oe Name = mage 5 pea sg hier eee pee bee spuiaek a gha g ace ais ee ae 
Maybe sleep is a waste of time, par- 
; ; : er 
ticularly when you can enjoy yourself Company ..... FOTO TCT TT TT, | MTR rT TTT eer re 
as completely as I did with your new [ UN eo cleih sc NS nba en Reel Ci OE Ns iiss diccineee wed 
book. SP A, A A A ACER A EE A TT 
CLASSIFIED ADVERTISEMENTS—PAGE 87 TABLE OF CONTENTS—PACE 23 INDEX TO ADVERTISERS—PAGE 86 
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